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Rough Proofs ‘Liberty’ Magazine 
7 Passes into Hands 


Be: jamin Franklin is back on the 
tile rage of The Saturday Eve- 
ning ‘ost again, so now the mem- 
bers ot the Poor Richard Club will f N M g t 
have « chance to relax. 0 ew ana emen 

. +4 Paul Hunter Named 

The telegraph companies will | Publisher; Major 

shortly discontinue selling those | 


canned messages, so from now on Changes Planned 
you will have to write your own 
version of “Having a wonderful 


time. wish you were her.” 


New York, Aug. 
third time in 


19.— For the 
its 18-year history, 
il li change this week, following a com- 
plete segregation of the property 
from other magazines operated by 
Macfadden Publications. The new 


Roy Eastman says that 17 out of 
the 28 magazines which carried 
Kellogg breakfast food advertising 
back in 1912 are now out of busi- 
ness, but after all you can’t blame 
Kellogg for that. 


set-up becomes effective with the 
Sept. 26 issue of Liberty. 
Macfadden directors have formed 
a new company, Liberty Magazines, 
Inc., 


vv, with Paul Hunter, publisher 
of several screen 
magazines, as 
president and 
publisher. 

First personnel 
changes to be re- 
vealed were the 


If Researcher Eastman was 
shocked at the mortality rate in the 
magazine field, he’d better be very 
careful in checking up on what 
happened to advertising agencies 
doing business in 1912. 


eve? resignations of 
Richard A. Fel- 

One of the magazines of thirty don as advertis- 
years ago which passed ‘into the ing director of 
great beyond was Life, but its rein- Liberty, and O. 
carnation seems to have been at) A. Feldon = as 
least reasonably successful. | Western adver- 
eer Paul C. Hunter tising manager of 


Macfadden Pub- 
Walter Olson, the Chicago rug ications. Frank Mullen, 
advertiser, toured his golf course | manager, has been named vice- 
the other day in 37-33-70, firing | president of Liberty Magazines, 
four birdies on the back nine. Wal-/|Inc., and will continue in his terri- 
ter is just wasting his time in the | tory. Mr. Hunter said thai consid- 
rug business. eration is now being given to the 
ie personnel and the lineup is expected 
Studebaker tells you “How to|to be complete by Sept. 1. Loca- 
Worry Successfully About Your|tion of Liberty headquarters will 
Automobile,” thus giving anybody | also be determined, although for the 
who is behind in his worrying these |time being offices continue at 205 
days a fine chance to catch up. | E. 42nd street. 


,vy Improvements Planned 


Liberty underwent a management | 


Detroit | 


Dr. Gallup tells readers of Cos- 
mopolitan that women would give 
up their lipsticks before parting 
with toothpaste, but this still doesn’t 
prove that they put hygiene ahead 
of beauty. 


or a ae 


Dogs for Defense, Inc., has just 
appointed a coordinator of public 
relations. Does this mean that there 
is Zoing to be complete supervision 


f all tail-wagging operations? 
vy YF v 
Holland Furnace lets it be known 
that it can make room for unem- 
loyed salesmen. And there’s like- 
vise warm welcome waiting for 
‘em in the insurance agencies. 
v v v 
Dor 


t be surprised if the fellow 


‘ho used to sell you a new car now | 
‘proaches with the suggestion, | 
How about trading your old life 
isurance policy in on a new 
mode|”” 

v v v 
The author of “The Diary of an 
idman” says government advertis- 
ng Shouldn’t look that way. But 
‘W can you keep an advertising 
an from making an ad look like 
ne? 

7 V FF 
. YOu can’t stretch a streetcar!” 
‘ational Transitads points out. No, 
ut during the rush hours the trans- 
om n companies have found it 
“Nitire] 


feasible to compress 
Ts. 


the 
*aSsen 


Copy Cus. 


said that while the 
and format of the 


Hunter 
size 


| Mr. 
| present 


‘magazine will be retained, numer- | 


| ous improvements will be made. 
|The 10-cent price will continue. 
Newsstand distribution will be han- 
dled by Macfadden Publications, 
and it is expected that boy sales 
| will be discontinued. Initial circu- 


e remaining advertising and editorial | 


PLAYING ITS PART 


Food for a } 
Fighting 
America 


_ 


Latest magazine copy of the American 

Meat Institute, placed before last week's 

furore over meat rationing and meatless 

days, emphasizes that meat will play its 

full part in bettering American nourish- 
ment. 


C. C. Younggreen, 
Noted Adman, Dies 


in Chicago at 52 


‘Evangelist of 
Advertising’ Had 
Colorful Career 


Chicago, Aug. 20.—Charles C. 
Younggreen, advertising man, 
World War flier, selling enthusiast 
and an outstanding evangelist of 


promotional power, died here yes- | 
terday at St. Luke’s Hospital of a| 


heart ailment. 
At his death 52-year-old “Char- 
ley” Younggreen—as he was known 


to a legion of friends in advertising 


and publishing circles—was execu- 


Rationing Threatens Meat 


Packers; Hint 


Capital Sees Broad 


Food Control for U. $. 


As Inevitable 


| 

| Washington, D. C., Aug. 20.—The 
/rosy illusion of America as a land 
of limitless food supplies was shat- 
tered by the reality of war this 
week, when the Food Requirements 
Committee of the War Production 
Board recommended a program for 
allocating meat in different regions 
throughout the country. At the 


same time, the Office of Price Ad-| 


ministration was requested to pre- 
pare for consumer rationing of 


meat in the event the regional allo- | 


cation plan fails to solve current 
|distribution problems. 
| To qualified observers here the 


introduction of meat rations would 
be simply the forerunner of addi- 
tional restrictive measures that 
|would probably affect numerous 
other hitherto ample food stocks. It 
is regarded inevitable that 
America’s eating habits are due for 
radical changes in the months 
| ahead. 
tional campaign instituted by gov- 
ernment agencies will be _ intens!- 
fied as the need arises for more and 
more departures from the free and 
|}easy menus of the past. 


| Take Joint Action 


Factors .which figured promin- 
lently in the decision to allocate 
‘and, if necessary, ration meat sup- 
| plies, included the needs of the 
|U. S. armed forces as well as those 
of the United Nations. Military 
agencies, the Lend-Lease Adminis- 
tration and the WPB will participate 
in the formulation of the new meat 
distribution set-up. 

Department of Agriculture and 
war agency officials emphasize one 


as 


The broad nutrition educa- | 


tive vice-president of Reincke-Ellis- 
Younggreen & Finn. He first became 
associated with the agency in 1932. 


Had Colorful History 


essential point in all discussions of 
the food situation; there is abso- 


shortages of foodstuffs for consum- 
ers. Current military 
ments, however, point unmistakably 
to a need of altering nutritional 
practices with a view to substitut- 
ing foods that are plentiful for those 
In|that must be siphoned off to care 


A colorful man with a colorful 
history, Mr. Younggreen was born 
in Topeka, Kan., attended the Unt- 
versity of Kansas, and was a mem- 
ber of Phi Kappa Psi fraternity. 


lation guarantee will be 1,100,000| World War I he served as a lieuten-|for war's insatiable appetite. 


copies. 

Liberty was launched on its tem- 
pestuous career in 1924 by the man- 
lagement of the Chicago Tribune 
‘and New York Daily News. In the 
‘late 20’s it attained a 
|peak over the 3,000,000 mark, but 
|slumped with the advent of the de- 
pression. General belief in pub- 
lishing circles is that at no time 
during its original management did 
i|the magazine emerge from the red. 
Total investment in the venture was 
placed at $14,000,000. 

Bernarr Macfadden acquired the 
magazine in April, 1931, at a price 
reputed to be $6,000,000. Involved 
in the transaction also was the De- 
troit Mirror, a tabloid newspaper, 

(Continued on Page 34) 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Admen in the Armed Forces 17 
Chain Store Sales 24 
Diary of an Adman 15 
Earnings 18 
| Editorials 12 
Getting Personal 28 
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Obituaries 29 
Photographic Review 35 
Post-War Planning 25 
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Rough Proofs ! 
| Voice of the Advertiser 


circulation | 


| 
| 


ant with the Royal Flying Corps and | 
(Continued on Page 29) 


Agriculture spokesmen point out 
(Continued on Page 30) 


Last Minute News Flashes 


Glenmore Names Carl Smith Advertising Manager 
Louisville, Ky., Aug. 21.—Glenmore Distilleries Company has an- 
nounced the appointment of Carl M. Smith, former Alabama state man- 
ager for the company, as advertising manager for the duration. The 
one-time advertising director of the Mobile Press-Register replaces Lt. 
A. P. Bondurant, Glenmore’s advertising manager since Repeal, who has 
been granted a leave of absence to serve with the Army air forces. 


Plans Heavier Schedule for Keepsake Rings 

Syracuse, N. Y., Aug. 21.—A new campaign for Keepsake diamond 
rings, said to be considerably larger than last year’s, will be released 
shortly in 17 national magazines by A. H. Pond Company. The copy 
will have a military slant. A series of 26 five-minute transcriptions will 
also be used in several key markets. Flack Advertising Agency directs 
the account. 


General Foods Shifts Radio Lineup 


New York, Aug. 21.—With packaging difficulties relieved by vacuum 
packing in glass, General Foods Corporation will transfer the Fannie 
Brice-Frank Morgan program back from Post Toasties to Maxwell House 
coffee on Thursday, Sept. 3, at 8-8:30 p.m., EWT, increasing the network 
from 91 to 125 NBC stations. Benton & Bowles is the agency. 

Effective Sept. 18, Kate Smith will take over the Jell-O assignment 
from Jack Benny on CBS, and Benny will be sponsored on behalf of 
another General Foods product, Grape-Nuts Flakes. Young & Rubicam 
handles the Jell-O and Grape-Nuts Flakes accounts. 


lutely no prospect of any over-all | 


require- | 


New Controls 


Talk of Meatless Days 
Angers Companies; Ad 
Plans Uncertain 


| 
| 
| 


By JOHN CRICHTON 
| Chicago, Aug. 20.—Growing doubt 
about adequacy of the nation’s meat 
|supply—plus mounting talk about 
government allocations, rationing 
| and even meatless days reminiscent 
of World War I—threw a bombshell 
into the ranks of American meat 
|packers this week. 

Executives of the major meat 
‘companies and officials of the 
American Meat Institute pondered 
the situation, then reported frankly 
| that the all-important supply aspect 
had not crystallized and that they 
could not say whether advertising 
would be called into play to explain 


to consumers the position of the 
packers. 
One thing was clearly certain: 


the large meat companies are angry 
over the recent publicity which 
seems to pillory them as inadequate 
providers to the nation. The truth 
is, they say, that the industry has 
|done a whale of a job. Before loose 
|talk is spread about, they think 
| prominent mention should be made 
of the task they have undertaken— 
providing monumental supplies of 
|meat to the armed services, to the 
| allies, and to a public which is buy- 
jing more meat than ever before. 


Needed No Subsidies 


Some mention, the packers think, 
is due them for their skill and en- 
ergy in filling the job to date, for 
their foresight in preparing to han- 
dle the volume thrust upon them, 
and for their willingness to cooper- 
ate. Virtually every packing official 
interviewed by ADVERTISING AGE 
mentioned the fact that no govern- 
ment loans or subsidies were needed 
by the meat industry to equip it 
for the mammoth feeding job. Vir- 
| tually every packing official was ir- 
ritated by the imputation that the 
industry has failed in its role of 
“meat handler to the nation.” 

Last week the major packers 
| smarted under the jibes of an emer- 
| Bency convention of small packers 
| who met here and formed the Na- 
|tional Independent Meat Packers 

Association. The small packers, 

who came to seek adjustment of 
‘grievances against the Office of 
| Price Administration, took occasion 
| to charge that the larger companies 
/had deliberately urged OPA to set 

low ceiling prices in order that 
their small competitors might be 
driven out of business. 

This week Roy F. Hendrickson, 
administrator of the Agricultural 
Marketing Association, warned the 
| National Association of Retail Meat 
Dealers that the coming year will 
see a shortage of three billion 
pounds of meat. “Rationing of meat 
might be one of the logical steps to 
solve the problem,” he declared. “It 
also appears entirely logical, pend- 
ing the time rationing is instituted, 
that meatless days be instituted by 
an appropriate government author- 
| ity.” 
| On the heels of this startling an- 
|nouncement, the war efforts com- 
|mittee of the International Stew- 
ards and Caterers Association, also 
convening here, proposed that all 
homes, clubs and public eating es- 
tablishments throughout the nation 
voluntarily agree to go without 
meat each Tuesday for the next 
eight weeks, beginning Aug. 25. 
| At the same convention, however. 
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George M. Lewis, marketing direc- 
tor of the American Meat Institute, 
told the stewards and caterers that 
unless government meat require- 
ments are increased unduly, the 
current meat shortage could be al- 
leviated through coordinated pur- 
chasing programs by various fed- 
eral agencies in relation to available 
livestock supplies. For some time 
past the AMI has insisted that if 
federal purchasing agencies would 
gear their purchases to the ebb and 
flow of meat supply, no shortage 
need result. 

Also this week George A. East- 
man, president of Armour & Co., 
addressing the meat dealers’ con- 
vention, blamed the combined ef- 
fect of price ceilings on dressed 


meat products and rising individual | 


incomes for temporary shortages. 
These two factors have caused the 
law of supply and demand to cease 
to function normally, he said. 


“Biggest Headache” 


The price ceiling, he declared, is 
the packing industry’s “biggest 
headache.” He traced the influence 
of ceilings and higher wages, con- 
cluding that “we have the phenom- 
enon of what looks like a shortage 
of meat when the volume going 
through the retail stores is close to 
a record.” 

As ADVERTISING AGE reported last 


week, the price ceiling situation in 
the meat industry continues to be 
precarious. Wilbur La Roe, Jr., 
counsel for the Emergency Confer- 
ence of Meat Packers and the small 
packers’ association, asserted this 
week that the government’s failure 
to impose ceilings on livestock 
prices is as much responsible for 
the regional shortages as heavy mil- 
itary demands. 

A sample of the reverberations 
among the Midwest’s meat suppliers 
was the action of the Charles 
Sucher Meat Packing Company, 
Dayton, O., which suspended opera- 
tions Monday and sent its 350 em- 
ployes on vacations with full pay 
until “the meat packing regulations 
‘are clarified by the government.” 
Charles Sucher, president, blamed 
the OPA and the inequity of a ceil- 
ing on finished meat products and 
_ the lack of one on livestock. 


Programs in Doubt 


In the midst of the furore over 
prices, the meat packers and their 
association tried to plot a_ sane, 
long-range advertising course. 
“Planning a program right now is 
suicidal,” one meat advertising man 
| groaned, “‘you’re a liar before your 
| copy ever gets into print.” At least 
|;one meat packer said that it would 
|rely on the Institute’s program for 
|its public relations advertising. 


Officials of the American Meat 
Institute went into session here to- 
day and considered a campaign to 
offset misleading statements about 
impending meatless days. No state- 
ment was issued by the AMI, how- 
ever, and sources close to the Insti- 
tute said the situation had not been 
clarified enough for any direct ac- 
tion to be taken. In the meantime, 
the AMI advertising program con- 
|tinued to. stress 
long-range objectives. 
on Page 1.) 


Still Undecided 


A roundup of meat packers in the | 


Chicago area, embracing the titans 
|of the field, showed clearly the feel- 
ing of the meat packers that some- 
| thing must be done to counteract 
| adverse public reaction, and simul- 
taneously showed the “watch and 
wait” attitude which the industry 
has been forced to adopt until the 
situation is crystallized. 

Don Smith, advertising manager 


Wilson undertook any shift in its 
advertising theme, close study of 
the problem was needed. He said, 
however, that the company might 
decide to slant its copy toward cor- 
recting the public’s picture of the 
meat shortage. He said he thought 
it unfortunate that the wrong view 
(Continued on Page 31) 


its educational, | 
(See picture | & 


of Wilson & Co., said that before | 


Clarence Goshorn 


‘New President of 
Benton & Bowles 


New York, Aug. 19.—Clarence B. 
Goshorn, vice-president of Benton 
& Bowles, was today elected presi- 


dent of the agency, succeeding Ath- | 


erton W. Hobler, 
who was named 
chairman of the 
board. Chester 
Bowles, former 
chairman and 
now on leave as 
OPA administra- 


cut, becomes 
vice-chairman of 
the board, a new 
post. 

William R. 
Baker, Jr., a vice- 
president, was 
also named secretary, and James G. 
Rogers, Jr., vice-president, added 
the duties of treasurer. 

Mr. Goshorn joined Benton & 
Bowles in 1937, after having served 
for two years with Arthur Kudner, 
Inc. For five years previously he 
was an account executive at Erwin, 
Wasey & Co. He began his adver- 
tising career in 1919 with Curtis 
Publishing Company, where for 12 
years he was in the advertising and 
circulation departments. A gradu- 


C. B. Goshorn 


'ate of the University of Michigan in 


tor for Connecti- | 


—— 


__CHEESE A-PLENTY 
Uncle Sam says: 


FAT MORE CHEESE! 


—. 


THERES PLENTY FOR EVERYBODY 


= 4G al 

Cree vr 

| CHEESE Fm ae 
osh® . a 


ND SERVE THe » \T10¥ 


With this copy in 60 newspapers in 49 
| cities, the cheese industry started its 
| emergency cheese promotion (Advertis. 
| ing Age, July 13). The drive will inciude 
| radio, with cheese manufacturers p ug- 
ging the product without brand en. 
tion. J. Walter Thompson Co. directs 
the account. 


Dress Institute 
Ads May Resume 


— 


/1915, he taught for two years before 
‘entering officers’ training school at 
/the outbreak of World War I. 

Mr. Goshorn has devoted his time 
| chiefly to the Best Foods account. of 


on Smaller Scale 


New York, Aug. 19.—Resumption 

advertising by the New York 
Dress Institute rests on acceptance 
by manufacturers of a 50 per cent 


Maloney Accounts reduction in their assessments for 

* “ the campaign, proposed by Julius 

Being Serviced Hochman, vice-chairman of the 
Institute and spark plug of the 

By Newell-Emmett mition-cotiar trade promotion pro- 
| gram. 

New York, Aug. 19.—The entire! Mr. Hochman, who is vice-presi- 
personnel of T. J. Maloney, Inc.,|dent of the International Ladies 
has joined the staff of Newell-Em-|Garment Workers Union, this week 
mett Company, following the recent | offered to scale down the contribu- 
consolidation of the two agencies. tions of the manufacturers from 

Mr. Maloney, who announced his | one-third to one-sixth of one per 
leave of absence from the agency|cent of their gross sales, with a 
bearing his name to return to active|corresponding reduction § in_ the 
|Navy duty in April, has been named | union’s $100,000 contribution for the 
a partner in Newell - Emmett, and | three-year period of the agreement. 
and will remain active in the busi-|He further proposed that approxi- 
ness until his commission is rein- | mately $600,000 in unused funds in 
stated. An automobile accident in| the Institute’s hands be invested in 
which he was injured prevented his|war bonds to be ear-marked for 
assignment to active duty by the! post-war promotion of the New 
Navy earlier in the year. | York dress market. 

Frank Gilday, former treasurer This plan would permit imme- 
and account executive of T. J. Ma-|diate resumption of advertising on 
| loney, Inc., now in active service,,;a scale only slightly smaller than 
plans to join Newell-Emmett after) that actually carried through dur- 
the war. |ing the past year. 

Former Maloney accounts now Legality of the entire plan was 
|'being serviced by Newell - Emmett established by the New York State 
include Sherwin - Williams Com-j|supreme court in June. The court 
| pany, Thiokol Corporation, Wabash | affirmed the union’s right to enforce 


— 
- 


—— 


Ld; 


his is NOT a building advertise- 

ment. We merely recite a bit of 
current Detroit history to point up 
the continuously growing importance 
of the Fourth City in the general 
world wide scheme of things. Army 
Ordnance takes over the great Union 
Guardian Building, bringing to Detroit 


AMMA AAA AAA we eS 


hundreds of workers formerly living in 
Washington and Cleveland. Such a 


MOA } / . |\Appliance Corporation, Walter|the trade promotion clauses of its 
move serves only to re-emphasize the “HD | Kidde & Co., and Rohm & Hass collective bargaining agreement 
i ; | any. with the dressmakers. (ADVERTIS- 

really tremendous importance of this PUN Company ssmakers 


|ING AGE, June 8.) 

| J. Walter Thompson Compan) 
directs the advertising of the Inst- 
The Bureau of Advertising,|tute in magazines, newspapers an¢ 

American Newspaper’ Publishers | special promotions. 

Association, has issued for distribu- 


<onieiiiiaiatainititts 
tion among advertisers and agen- ° . 
cies a folder reprinting a recent | Eight Join ABC 

The following new members have 


agate 


town as one of the world’s great mar- : 


ANPA Issues Reprints 


kets for merchandise. Free Press cir- 
culation keeps pace — 358,198 average 
net paid for July—27,302 over July 


1941. And the only morning news- 


Bureau newspaper ad entitled, “It’s | 


paper in a community of over two 


the same with the Colonel, too.” 
The ad on which the folder is based 


been announced by the Audit Bu- 


reau of Circulations: daily news- 
million people. reproduced Norman Rockwell's | papers, Evening Herald, Rock Hi! 
cover on The Saturday Evening|S. C.; Messenger, Homestead, P84 


358,198 
333,896 


Average Net Paid for July 


Weekdays 


Sundays 


¢ Detroit Free Press 


Post, showing an apple-peeling pri- 
vate eagerly reading his hometown 
newspaper while his K.P. duty is 
forgotten. Copies of the folder are 


available from the Bureau on re- 


| quest. 


Sun, Chicago; weekly newspapers 
Banner, Jefferson, Wis.;: uder- 
| News, Waupun, Wis.; News. Wes 
| Bend, Wis., and Register, \\hite 
water, Wis.; magazine, Sturdom, 
| Chicago. 

al 


| STANDARD STUDIOS 
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NEWSWEEK'S linage has grown from 96,946 in 1938 to 331,247 


in was 


om in 1942. (Jan. to June incl.*) 
enforce 


—— This is a gain of 234,301 lines... one of the most spectacular 


ompany increases in recent publishing history. 


You don’t have to look far for the reason: NEWSWEEK reaches 


dit Bi more executives per advertising dollar than any other publication! 


Le Slide-rule addicts will note that this is a gain of 241% .. . the largest gain, 


percentage-wise, of all general weekly magazines over the past five years. 


*Printers’ Ink, July 31, 1942 
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Commercial Films 
Ousted in WPB 
Freezing Order 


Advertising Medium 
Had Attained Yearly 
Volume of $10,000,000 
Washington, D. C., Aug. 20.— 


Commercial film advertising today 
felt the full impact of war short- 


ages. 
The War Production Board, in 
freezing all 35 millimeter motion 


picture film in the hands of manu- 
facturers, producers, and_ other 
users, today indicated that no film 
would be made available for com- 
mercial advertising pictures. The) 
commercial film industry has} 
reached an estimated $10,000,000 in 
annual volume in the last two years. 

The main purpose of the order, | 
according to Harold Hopper, chief | 
of the WPB motion picture and) 
photographic section, is to enable 
the armed services to obtain all of | 
the film they need. The Army,| 
Navy, Marine Corps, Coast Guard, | 


and many manufacturers of war 
equipment have been stepping up 
their use of motion pictures for 
recruiting, training, instruction in 
the use and maintenance of equip- 


ment, and other educational pur- 
poses. 
Trailers Hard Hit 
Chief sufferers from the order 


will be the makers of one-minute 
advertising trailers, shown in mo- 
tion picture theaters, of which the 
Alexander Film Company, Colorado 
Springs, Colo., is the largest. Films 
of this type have been shown in 
more than 12,000 small motion pic- 
ture theaters throughout the coun- 
try, sponsored largely by automo- 
tive and household utilities manu- 
facturers and bottlers in the na- 
tional field, and a variety of local 
advertisers. 

Second group affected will be the 
large number of small producers of 


producers of one and two-reel com- 
mercial motion pictures as the Jam 
Handy Organization, Burton Holmes 
Productions, Wilding Productions 
and General Business Films, who 
have specialized in sales training 
and educational films in the auto- 
motive, household utilities, and 
other fields. 

Several of these producers are 
now working full capacity on train- 
ing films for the armed forces, 
while others are engaged indirectly 
in war work. 


Respite Granted 


At least a temporary respite was 
given commercial users of films 
produced by this third type of com- 
pany, for no limitation order was 
placed on 16 mm. amateur films. 
Since the recent expansion of Koda- 
chrome color film production, all of 
these producers have installed 16 
mm. cameras and sound equipment, 
and can continue production directly 


years was halted earlier in the year | 
by WPB orders which stopped all 
projector and camera manufactur- | 
ing except a limited number for the 
armed services, and by a reduction | 
in the promotional budgets of auto- 
mobile and household appliance 
manufacturers, large users of films. 

The Hollywood motion picture 
industry and the various govern- 
ment bureaus using films were as-| 
sured of approximately the same 
supply of film stock they used last 
year by the WPB. Lowell Mellett, | 
chief of the bureau of motion pic- 


} 
tures of the Office of War Informa- | Ps 


tion, will pass on the requests of 
all departments except the Army 
and the Navy. 

The armed services will neither | 
have to list their stocks, nor keep | 
records of their use, according mi 


the order. 
Commercial film producers have | 
estimated that the use of films by | 


— 


LADY IN TRAINING 
the Field Artiller;’ | 


atemnal Harvester Deaters 


Army of TRAC TORETTES 


Women Join 


Teach Power F armen 


sound slide films, which have been 

used largely by automotive, electri-|on 16 mm. negatives. In the past 
cal appliance, building supplies and | they have made the initial films on 
other manufacturers for the train- | 35 mm. film, then reduced them for 
ing of field sales personnel and distribution in the 16 mm. size. It 
dealers. Most of these manufactur-_| is expected, however, that. the| 
ers are now engaged 100 per cent! shortage of raw film will eventually 
in war work, and a large number of | force some limitation of use of the | 
them are having educational and|amateur size in commercial film | 
training films made by the same| work. | 
producers. Rapid expansion of the commer- | 


The third group includes such|cial film industry in the last few | 


the Army and Navy is now exceed- | 
ing the combined total of all non- 
theatrical production. 


INTERNATIONAL HARVESTER 


Now ‘Industry and Power’ 


Industrial Power, published by 
Maujer Publishing Company, St. 
Joseph, Mich., has changed its name 
to Industry and Power. Page size 
of the publication has been in- 
creased from 4% x 6%g to a standard 
7 x 10-inch size. 


This copy recently appeared in news. 
papers of International Harvester Cc.'s 
plant cities. Weekly national magazines 
and farm papers are also slated to carry 
the copy which recounts Harvester's 
training plan for girl farm workers. 
Aubrey, Moore & Wallace is the agen. y. 


For years, the public changed tires. Now tires are changing the public and its 
| buying habits. Long jaunts in the car to make purchases are out for the duration. 
Today, buying is being done right around the corner. Reach Pittsburghers and 
the other buy-at-homers in the surrounding 2,000 towns through powerful, 


all-embracing KDKA...simultaneously and at one cost. 
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WESTINGHOUSE RADIO STATIONS Inc 


WOwWO + WGL + WBZ - WBZA + KYW + KDKA + REPRESENTED NATIONALLY BY NBC SPOT SALES 


Buying Habits are Changing 


PITTSBURGH 
50,000 WATTS 


Gillette Sponsors 7 
4th World Series 
on Mutual Network 


New York, Aug. 20.—The Gillette 

Safety Razor Company today an- 
nounced signing of exclusive broad- 
casting rights for the fourth con- 
secutive World Series. The games 
will be broadcast over the Mutual 
Broadcasting System and a number 
of special supplementary stations, 
bringing the total network to 300 
| outlets. 
This year the series will be short- 
| waved around the world to reach 
service men, and a special Latin 
American version will be given in 
Spanish. The sum paid for the 
broadcasts was not announced, al- 
though in previous years $100,000 
was added to the gate receipts poo! 
administered by Judge Kenesaw 
Mountain Landis, commissioner of 
baseball. 

The contract includes an option 
on the 1943 series. Maxon, Inc., is 
the agency. 


WGEO Uses Powerful 


New Transmitter 

A new 100-kilowatt radio trans- 
mitter, one of the most powerful in 
the world, is now operating full 
power for WGEO, one of the two 
General Electric international 
broadcasting stations in Schenec- 
tady, N. Y. 

The transmitter replaces one of 
equal power released at government 
request last December to KWID, 
San Francisco, to augment the pro- 
grams of KGEI, and to increase 
California short-wave facilities to 
combat Japanese propaganda in the 
Pacific. 


| 2-COLOR 
Package Insert 


per 


© tncenane } 


Big-time manufacturers of 
packaged products can sve 


plenty on Newscolor pack g¢ 
inserts. If you use several ~'!- 
lion inserts of a kind, we 4" 
furnish them for as little as “5c 
per thousand. Well printe’ in 
two colors on white newsp: "- 
Complete details furnishec at 


your request. 
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By the Last Newsman aut of Germany 


Circulation UP! 


Every month for 19 months, the net- 


paid sale of The American Magazine has 
shown a gain over the same month last 
year... and newsstand sales are running 
more than 100,000 ahead! 
This circulation doesn’t come from 
boys working their way through college 
. but from readers who are always going 
to school . . . readers alert to current 
events and issues, and concerned with 


significances as well as stories. 


Che better job this magazine is doing 
...in time with the times and the national 
temper... accounts for the extra hundred 
thousand plus who lay down two-bits on 
the newsstands every month... a plus not 
only in circulation—now 380,000 over 
the rate basis— but a plus in interest and 
influence that makes The American Mag- 


azine a better buy, at lower cost, than ever! 


A.B.C. Average—first six months 1942 


> 2.432.154 


thee American Magazine 


IN THE SERVICE OF THE NATION 


The Crowell-Collier Publishing Co., 250 Park Ave., New York City 
720 Statler Office Bldg., Boston . General Motors Bldg., Detroit 
333 N. Michigan Ave.,Chicago.235 Montgomery St., SanFrancisco 
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NBC Affiliates 
in New England 
Form Network 


Hartford, Conn., Aug. 19.—Seven 
New England affiliates of the Na- 


announced formation of the New 
England Regional Network, with 
headquarters in Hartford. 

Basic stations of the new regional 


Boston; WJAR, Providence; WLBZ, 
Bangor, Me., and WCSH, Portland, 
Me. Supplementary stations will 
be WFEA, Manchester, N. H.; and 
WRDO, Augusta, Me. 

Operation of the network will be 


SO eS gs ST ae ee ee 


tional Broadcasting Company today | 


unit will be WTIC, Hartford; WBZ, | 


administered by a committee, 
which Paul W. Morency, general 
manager of WTIC, is chairman. 
Other members are Lee Wailes of 
WBZ, J. 
liam H. Rines of WCSH, 
Thompson Guernsey of WLBZ. 

Weed & Co. will 
chain nationally, and will open a 
Boston office for regional business 
emanating from that city. Produc- 


Boston, New York and Hartford. 
Optional New York coverage will 
be provided by WEAF, key station 
of NBC. 

All of the stations except WBZ 
and WJAR were affiliates of the 


continued Colonial Network before 


land affiliates in 
Boston, 
WICC, Bridgeport, 


as a salesman. 


Gets Printing Account 


C. B. Cottrell & Sons Company, 


I., has named O. S.| calling for an allocation of five per 


; Tyson & Co., New York, to direct 
Yankee Network and the now dis-| advertising for its multi-color print- 


| Westerly, R. 


ing presses. 


of the recent realignment of New Eng- 
which WNAC, 
WEAN, Providence, 
key 


represent the Joing Headley-Reed 


William C. Whittemore, Jr., for- 
merly with Lehn & Fink Products 
1 “~| Corporation, New York, has joined 
tion facilities will be provided in| Headley-Reed Company, New York, 


Shepard- 
J. Boyle of WJAR, Wil- owned stations of Yankee, joined 
and the Mutual Broadcasting System. 


Would Place 5% 
of Drug, Cosmetic 
Copy Behind Bonds 


~ Bristol Submits 
Ad Council Plan 
_ to Advertisers 


New York, Aug. 20.—A proposal 


and 


cent of drug and cosmetic adver-_ 
tising appropriations for a coordi- | 
nated campaign designed to spur | 
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REPRINTED FROM THE AUGUST 17TH ISSUE OF TIME 


war bond sales was laid before | 
|members of these two and allied 
jindustries and their advertising 
|agencies here today. The _ plan, 


| which has the endorsement of Sec- 
retary of the Treasury Morgenthau, 
was developed by the Advertising 
Council. On the basis of estimated | 
drug and cosmetic expenditures for 
space and time last year, the cam- 
paign would represent a contribu- 
tion of approximately $4,000,000. 

Two forms of contribution were | 
suggested for participants in the | 
project: the use of war bond copy 
in publication space and radio time 
instead of product advertising on | 
regular schedules; or contributions | 
|of cash. 


Plan Annual Schedule 


In the case of the former, maga- 
zine space would be allocated over | 
a 12-month period according to a | 
master schedule, based on five per 
cent of 1941 expenditures, and using 
full-page or two-column units only. 
Network radio time would be allo- 
cated over a 12-month period, based 
on five per cent of 1942 programs 
of not less than 15 minutes. 

Users of less than two-column | 
magazine space or less than net- 
work radio shows would make their 
own allocations on a 5 per cent ba- 
sis, to supplement the master mag- 
}azine and radio schedules. Users of 
newspaper space would likewise ar- | 
range their own schedules on a 5 
per cent basis. Spot radio, show | 
card, outdoor and_ point-of-sale | 
advertisers would be expected to 
follow the same pattern. 


Four Agencies Volunteer 


Where cash is contributed the 
funds would be used to fill in voids 
in the master advertising schedule. 

All copy to be used during the | 
course of the campaign is to be 
prepared under the auspices of the 
Advertising Council and subject to 
Treasury approval. Four agencies 
have offered their services in this | 
|connection: Benton & Bowles, Ped- 
lar & Ryan, Ruthrauff & Ryan, and 
Young & Rubicam. All copy is to 
credit the advertiser for the space 
“in cooperation with the Drug, Cos- 
metic and Allied Industries.” Radio 
@ |scripts are to be built around the 
me) war bond drive and commercials 
are to be devoted to this theme in 
their entirety. ‘“Hitch-hike” 
|/nouncements are taboo. 
| Lee H. Bristol, Bristol-Myers 
Company, is chairman of the policy 
ma; committee set up for the drug and 
ee | allied industries’ campaign. 


| 
} 


an- | 


|War Plant Paper Bows 


Defense Health News, published 
by W. Mathew Chase, Buffalo, N. Y., 
began publication on Aug. 16. The 
paper is being distributed to war 
| plants in the United States to edu- 
cate defense workers in the right 
foods to eat for health. No adver- 
tising and subscriptions are sold, 
| single copies being sold to manu- 


a, 


"BREAKING THE TRAIL’ 


How...by waler feom Chicago 
MIDWEST COAL FOR CANADA 


S s 


=: bE EE Se 


co om company me Anithoe FOOT foe Soa m 


Southern Coal Co. used this copy lest 

week to tell how cargo ships now, for the 

first time, are transporting Midwestern 
coal to Canadian markets. 


Copy Heralds 
New Canadian 
Market for Coal 


Chicago, Aug. 19.—The Southern 
Coal Company heralded the opening 
of a new market for Midwestern 
coal this week with one-time spe- 
cial copy announcing that cargo 
ships now are engaged in taking 
150,000 tons of the fuel to Canada, 

In a large-space advertisement in 
the Chicago Journal of Commerce, 
the company explained that the 
new water trail to lake markets of 
both Canada and the United States 
was made possible by new rail rates 
which make the land-water route 
from southern Illinois and western 
Kentucky mines economically prac- 
tical. 

The leader of the cargo fleet, the 
Diesel-powered “Chicago Tribune,” 
left Chicago 10 days ago with a 
4,000-ton load bound for Fort Wil- 
liam, Ont., on Lake Superior. Two 
of the Chicago Tribune’s newsprint 
carriers will be engaged in carrying 
the coal north, along with other 
vessels of the Southern Coal Com- 
pany’s fleet. The Tribune ships for- 
merly made the trip to upper Lake 
Superior without cargo after bring- 
ing newsprint paper to Chicago 
from the daily’s mills at Thorold, 
Ont. The coal shipments are part 
of a 150,000-ton contract with the 
Canadian Pacific Railway Company. 

The same “Midwest Coal for 
Canada” message will be carried in 
the forthcoming issue of Black Dia- 
mond. No immediate follow-up is 
planned. C, Franklin Brown & Co. 
handles the account. 


‘Times’ Will Resume 
Publication After Strike 

The Times, Chester, Pa., will 
resume publication under new man- 
agement on Aug. 31, after a nine- 
months’ strike called by the Ameri- 
can Newspaper Guild. Alfred G. 
Hill, president of The Guide and 
Tribune, Fremont, Neb., and former 
vice-president and general manager 
of the Post Journal, Jamestown, 
N. Y., has acquired control of the 
newspaper. 

The Chester Reporter, a 
published by the strikers durin 


ily 
the 


suspension, will cease publication, 
and all available former emp!oyes 
of the Times will return to work 


The agreement stipulates tha! at 
least two-thirds of the new edi 
and business employes sha! be 
Guild members. 


“Ask your 
| Agency 

to ask the 
| COLONEL?’ 


facturers at cost. 


- Exclusive 


IN-KALE 


CBS - MBS 


PORTLAND, OREGON 
" FREE & PETERS, INI 
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No position problems- 


Is your advertising overshadowed by local guys, buried 


by national big shots? ... Cheer up! You, too, can advertise 


print 
‘ying 
yther 
*om- 
. for- 


in a big way! No crowding, no time competition! ... The 


Lake 
ring- 
icago 


yrold, 


Sunday comic sections have a universal appeal for young and 


old (readership 81 % men, 79 % women), get the whole family, 


part 
1 the 
pany. 
. for 
ed in 
Dia- 
up is 
& Co. 


are read regularly, represent a strong habit . . . Metropolitan 
Group comics, with 12,000,000 circulation, have concentrated 


family coverage in 19 major markets and a thousand lesser 


ce 

ne ones; newspaper concentration in territories accounting for 

ed 6 two-thirds of all retail sales . . . big space unit to tell a big 

+ story...color to catch the eye, picture the package or product! 
iily - 4 a 

ie Cost? Mighty little! Rates around r.o.p. . . . Investigate! 

iployes 

hata 

jitorial 


E Metropolitan Group 


Baltimore Sun » Boston Globe « Boston Herald « Buffalo Courier-Express « Chicago Tribune 

Cleveland Plain Dealer « Des Moines Register « Detroit News « Detroit Free Press « Milwaukee Journal 

' Minneapolis Tribune & Star Journal « New York News « New York Herald Tribune ¢ Philadelphia Inquirer 
r Pittsburgh Press « Providence Journal * Rochester Democrat & Chronicle + St. Louis Globe- Democrat « St. Louis Post-Dispatch 
St. Paul Pioneer Press « Springfield Union & Republican ¢ Syracuse Post-Standard * W ashington Star « Washington Post 


220 E. 42d St., New York » Cutcaco: Tribune Tower + Derrorr: New Center Bldg.* SAN FRANCISCO: 155 Montgomery St. 
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Auto Industry 
Considers ‘Cut 
Cylinder’ Plan 


Sun Oil Proposal 
Draws Record List 
of Inquiries 


Philadelphia, Aug. 19.—Officials 
of the Sun Oil Company marked 
time this week, waiting for auto 


manufacturers to decide on the best 
procedure of adopting a plan to save 
vital gasoline and increase car mile- 
age by adjusting motors and car- 
buretors. 

Sun Oil announced the revolu- 
tionary proposal to use only half the 
number of cylinders in a car—but 
disclosed none of the details—in a 
seven-column advertisement 
week in 200 newspapers of Eastern 
cities where gasoline now is ra- 
tioned (ADVERTISING AGE, Aug. 17). 

The entire engineering staff of the 
company’s automotive research 
division has been working cease- 
lessly for months to find new ways 
of conserving petroleum products, 


last | 


the copy pointed out, and compre- 
hensive tests “have proved that it 
is practical to run most automo- 
biles—and still obtain smooth, ade- 
quate and reasonably satisfactory 
transportation—by using only half 
the number of cylinders in the car 
and making simple, inexpensive 
motor and carburetor adjustments.” 


Save Tire Wear 


Adoption of the plan, said the Sun 
Oil advertisement, “will mean up to 
one-third less consumption of gaso- 
line and, in many cars, up to 50 
per cent more mileage per gallon.” 
By reducing the use of excessive 
power, the rate of tire wear would 
be substantially decreased, it also 
was stressed. 

Sun Oil’s invitation to manufac- 
turers to cooperate was said by a 
company spokesman today to have 
drawn more valuable inquiries than 
any previous single advertisement 
ever scheduled by the petroleum | 
firm. Reactions were 
most favorable. 

“There have been literally thou- | 
sands of inquiries,” the spokesman 


said to be} 


jsaid, “but Sun Oil is making no} 


recommendation itself. The matter | 
is up to the auto trade, which must 
test, adopt and recommend the pro- 
cedure of applying the plan.” | 

Additional advertising is antici- | 
pated, but the time and list of media ! 


| lier’s, 


j}and will stress inherent benefits of 


are yet to be determined. Type of 
copy to be used will not be decided 


a 
until after the entire problem and | Hygrade Promotion 
specific objectives are more simpli-| 
ea. Company omais sv aces Thwarted G-E Plot, 


proposal with Petroleum Coordina- | 


wr arold f tcxes ona newvicust’ Datont Group Told 


Roche, Williams & Cunnyngham | 

handles the Sun Oil account. Big Firms Would Curb 
Fluorescent Lighting, 

Attorney Charges 


J. D. Tarcher to Direct 
Fleer’s Gum Drive | 


Though production will be limited | 
by shortages of raw materials, Washington, D. C., Aug. 20.—Ag- 
Frank H. Fleer Corporation, Phila-| gressive promotion of fluorescent 
delphia, will resume magazine ad- lighting by Hygrade Sylvania Cor- 
arn in magazines this fall for poration prevented General Electric 

eer’s Dubble Bubble gum. Half- C aay. Weetiadhenes Geeite 6 
page insertions will appear in Col-|Lo™mpPany, Westinghouse Mieciric | 
Life, Look, Parents’ Maga-| Mfg. Company and leading public 
zine and The Saturday Evening | utilities from carrying through to 
Post. | completion a plot to stifle the prog- 

Copy will be addressed to parents 
and dentists, as well as to children, |try with its benefits to consumers 
of electric power, John W. Walker, 
attorney in the Department of Jus- 


tice’s anti-trust division, charged 


gum-chewing. The campaign will 
be directed by J. D. Tarcher & Co., 
which was appointed agency by the 
company this week. 


WWPG Joins Blue 


Station WWPG, Lake Worth, Fla., 
will become affiliated with the Blue 
Network, effective Oct. 1. WWPG 
operates on 250 watts with a fre- 
quency of 1,340 kilocycles. 


mittee investigating patents. 


Mr. Walker alleged, was to choke 
off the growth of fluorescent light- 


one-third to 
required for incandescent lighting, 
thus threatening the income of pub- 


lic utility companies. The joint 


business. 


In just a few short months the calm 
routine of your job has undoubtedly 
been very much upset. Product limi- 
tations made necessary by the war 
emergency have developed an en- 


tirely new set of problems for every- 


ing or other creative departments of 


NEED HELP ON 
THOSE NEW PROBLEMS? |: 


problems. 


one in the advertising, merchandis- 


firmament. 


paigns and 


tatives. 


friends and 


YOUR 
COPY 


ORDER 


NOW 


Postpaid $190 


100 E. OHIO STREET 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


“A ‘Technique for Producing Ideas” 
is a made-to-order solution for such 
It is dynamic and stimu- 
lating and does just what it says it 
does. You ce: 


but you'll remember it for years. 


James W. Young, the author, has 
been for thirty years one of the 


brightest stars in the advertising 


His clear thinking, his brilliant ad- 


vertising and merchandising cam- 


successful methods have carried him 
to the top of the advertising ladder. 
In this book he discloses his tech- ee 
nique for developing 
ideas that work in advertising, sales 


and merchandising. 


Many companies have ordered copies 
for all their executives and represen- 
Those who buy almost in- 


variably order additional copies for 


get yours before the limited edition 
is exhausted. 
postpaid. Five per cent discount for 


five copies or more. 


action of the two big manufacturers 
and the utilities kept residential and 


at a high level of $2,665,000,000 last 
year, in the face of an opportunity 
to conserve power as an aid to war 
production, the attorney said. 

“The principal factor that made it 
impossible for General Electric and 
utilities to completely retard 
and control the development of the 
fluorescent lighting industry was 
the aggressive promotion of fluor- 
escent lighting by an independent 
manufacturer, Hygrade Sylvania 
Corporation, and the activities of 
this independent are the only bar- 
riers existing today to General Elec- 
tric, Westinghouse and the utilities 
getting absolute control of the new 
industry and operating it solely in 
conformity with their own inter- 
ests,” he declared. 


in read it in half an hour 


Based on Justice Inquiry 


The testimony given by Mr. 
Walker and the exhibits he placed 
before the Senate committee were 
based on a Department of Justice 
investigation of the electric lamp 
and lighting industries launched in 
1939, but discontinued in December, 
1940, because of a “shortage of 
manpower.” 

In enumerating his charges that 
General Electric, Westinghouse and 
the Edison Electric Institute, com- 
prising about 100 utility companies, 
had sought to curb the expansion 
of fluorescent lighting shortly after 
it was placed on the market in 1938, 
|Mr. Walker contended: 
agreement was reached 
which called for use of fluorescent 
/lamps only for “plus” lighting pur- 
| poses, such as showcases, and as a 
supplement to incandescent lighting. 
| 2. While this policy was pursued 
\for a time, independent manufac- 


his constant study of 


new ideas, 


opment and to 
| that it could save on electric light 
bills by using such lamps. 


Promote “High Intensity” 


| 3. To counteract this trend, Gen- 
eral Electric, Westinghouse and the 
utilities formulated a program ad- 
vocating the use of fluorescent 
lamps for “high intensity” lighting, 
which would consume as much cur- 
rent as incandescent lamps. 

4. In order to control the grow- 
ing industry and to “safeguard their 
respective interests,” G-E, West- 
inghouse and the utilities organized 
the manufacturers of fixtures and 
auxiliary equipment required for 
fluorescent lighting. In addition to 
the three named, others who alleg- 
edly cooperated in this program 
included the Association of Edison 
Illuminating Companies and Elec- 
trical Testing Laboratories. 

Mr. Walker produced correspon- 
dence to show that for every dollar 
spent annually by consumers for 
incandescent lighting, utility com- 
panies get 80 per cent; electrical 


associates. Be sure to 


The price is only $1.00 


CHICAGO, ILL. 
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ress of this rapidly growing indus- | 


this week before the Senate com- | 


The objective of the conspiracy, | 


ing because it consumes only from | 
one-half the current | 


——< 


AN EXPLANATION 


WE APOLOGIZE 


for the failure to black out the 


WONDER BREAD 
Display Sign 


on the Rock Island Arsenal Bridg; 
at the proper time during last night 
Black-out in Western Illinois. 


GENERAL OUTDOOR ADVERTISING 


To a public which found fault wit! 

blackout violator, GOA offered this 5. 

usual full-page apology and exple a. 
tion in the Argus, Rock Island, II! 


contractors, 10 per cent; equipn ent 
suppliers, 6 per cent; and lamp s¢ ip. 
|pliers, 4 per cent. 

In the use of fluorescent light ng, 
he declared, utilities get 44 per ent 
of the consumer dollar; lamp . up- 
|pliers, 24 per cent; equipment ; up- 
pliers, 20 per cent, and contraci »rs, 
12 per cent. 

“In other words, 


” 


he conclu: ed, 


\“to the utility fluorescence is «© ily 


industrial lighting and power bills! 


| New 


turers began to push the new devel- | 
inform the public! 


one-half as important as incan: °s- 
cence; to the lamp supplier it is «ix 
times as important; to the eq. p- 
ment manufacturer, three times as 
important; to the contractor, 20 er 
cent more important.” 

During the course of his te ti- 
mony Mr. Walker referred to 
suits instituted by General Electric 


Company charging Hygrade with 
infringement of certain fluorescent 
patents and seeking to have the 


latter enjoined from continuing to 
manufacture lamps. Success in this 
suit, he declared, would “undoubt- 
edly mean that General Electric, 
Westinghouse and _ the utilities 
would be left in complete contro! of 
the use of fluorescent lighting on 
the basis decided upon by General 
Electric, Westinghouse and _ the 
utilities.’ 


FLUORESCENT BUDGET 
$252,000 LAST YEAR 

York, Aug. 20.—National 
advertising expenditures for fluor- 
escent lighting in 1941 by General 
Electric Company, Westinghouse 
Electric & Mfg. Company and 
Hygrade Sylvania Company totaled 
approximately $252,000 in 1941, it 
was estimated here today. G-E was 
the biggest spender, with $160,000 
in magazines; Hygrade was second, 
$64,000; and Westinghouse third, 
with $28,000. 

In 1940, the first year any sub- 
stantial investment § in national 
media was recorded for fluorescent 
lighting, G-E spent $72,000 in mag- 
azines; Hygrade, $26,000, and West- 
inghouse, $8,000. 


Chapin to WJZ Sales 

Slocum Chapin, formerly with ‘he 
{Howard H. Wilson Company sles 
staff, has joined Station WJZ, ‘New 
York, in the same capacity. 


, 


| Missing 
Something? 


Port LATION (115.000 nm 
sumers) and potentialities i. 
624.000 retail sales volume \ ¢™ 
ly) make Troy and its A’ 
City Zone a major New rk 
State market. To sell “sory 
body” use Troy's sole dail! 
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THE HARD WAY TO MAKE EASY MONEY 


They’re off! Long-Shot at forty-to-one breaks from 
the barrier like a champion. Suckers in the crowd 
wave their tickets in the air and shout themselves 
hoarse. Now they’re in the backstretch . . . Long- 
Sho: still leading by a length... a nose... a 
Whicker. Long-Shot fades . . . winded. The suckers 
grovn. The favorite by pedigree and record romps 
home an easy winner. The suckers tear up their 
tickets and trample them into the turf. Going 


Des: 2ed by Taylor Poore 


home they sigh, “It’s sure a hard way to make 
easy money.” *® * * Another hard way to make easy 
money 1s to buy cheap engravings. They may sound 
good when you place the order, but they show their lack 
of pedigree when printing time comes. Fine engraving 
allows no margin for long-shot discounts. You must 
pay a full price for quality. Collins, Miller & Hutchings 
is a favorite source of engravings among advertisers and 
agencies who gladly pay a standard price for top quality. 


COLLINS, MILLER 
and HUTCHINGS 


Chicago Photoengravers 
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Chicago, has been named NBC East- 
ern division production manager. 
Charles Urquhart, formerly Mr. 
Wright’s assistant, has been named 
to succeed him. 


Form New Studio 


Irwin F. Ryan, formerly Under-| 
wood & Underwood’s sales manager 
in Chicago, and John P. Pennebaker, 
formerly Underwood’s head _illus- 
trator, together with Emil W. Lich-| 
ter, have formed Pennebaker and_| 
Ryan, advertising photography, 1134 
N. Dearborn, Chicago. 


Buy War Bonds and | 
Stamps TODAY. 


| 
} 
| 


' 


Station WJBK, Detroit, started off 
its cooperation with the Treasury 
Department as a direct agency for 
war bonds with a bang. In the first 


‘half hour of its foreign language 


broadcast, listeners 
worth of bonds. 


bought $2,375 
These bonds were 


'in addition to the bonds purchased 


by listeners under the payroll allot- 
ment plan. 

The station made one error, how- 
ever. It miscalculated the denomi- 
nation of the bond which its listen- 
ers would want, and exhausted its 
supply of $100 bonds during the 
first week. 


‘Offers Sleep Guard 


Using an idea which other war 
industry towns have found success- 
ful, the Philadelphia Inquirer is 
offering 11x14-inch posters for dis- 
play in the windows of defense 
workers on the night shift. The 
poster says succinctly: “Quiet 
Please! War Worker Sleeping.” 


economy and safety of its Main- 
liners to the average citizen. It is 
‘too busy flying military men and 
goods and civilians engaged in 
|essential war work to use a peace- 
time sales message. 

But, taking a long-range view, the 
company plans a series of full-page 
advertisements to appear in Life, 
|'Newsweek and Time on the post- 
|}war era when air lines may be 
‘expected to link an interdependent 
world. 


United Air Lines 
Renews Campaign 
in Magazines 


Features ‘Age of 
Flight"’ in New 
Institutional Copy | 


Me o United has scheduled part of its 
_ Chicago, Aug. 19.—Stressing the | advertising budget in magazines for 
importance of a post-war Age Of |\the past 11 years, but turned to 
aed ae Ged a ie ee ee 2 
™ Vw '’S|messages after Pearl Harbor. It 
an tee as cee te back on a | launched its first purely institutional 
media lis is week for a series Of|copy a year ago with a “Keep ’em 
institutional messages to the Ameri-| Flying” theme, while busy trans- 
can public. /porting a growing army of defense 
Like its companions in the field | workers. 
of commercial aviation, United no} During the early months of 1941, 
longer is merchandising the speed,' the company adopted a short-lived 
g 


Themes Change Rapidly 


IN MAGAZINES 


United Air Lines returns to magazir es 
with a new institutional series featur og 
the post-war importance of the "Age of 
Flight.” 
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CHICAGO SUN 
7-27-42 


* Yes, WENR is stepping right along with the 
Blue—sharing its progress, and doing a big job 
of its own. New ideas, new programs, and new 
accounts—it’s no wonder that WENR’S listening 
audience is increasing by leaps and bounds. 
You get a big plus with WENR. On cost alone, 
it’s the best buy in Chicago. As for performance, 
just ask any WENR advertiser. Time buyers are 
recognizing the value. The proof—national spot 
income for July was up 91%—largest in WENR’S 
history. Why not investigate this opportunity? 


CHICAGO’S BASIC BLUE NETWORK STATION- 50,000 WATTS 


WENR IS OWNED AND OPERATED BY THE BLUE NETWORK COMPANY 
REPRESENTED NATIONALLY BY BLUE SPOT SALES 
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“Save tires by flying’ theme «nd 
for a time used newspaper ads in 
metropolitan centers to correct the 
belief that there was no space eft 
on air lines for civilian travele: 
Competitive advertising by all 
|major air lines was dropped ast 
| spring when they agreed to a volun- 
|tary censorship of copy by the Air 
| Transport Association (ADVERTIS‘NG 
| Ace, April 27). The association ‘as 
/since then used magazine space, but 
United is the first large air line com- 
pany to return to that medium 
| Copy in the new United Air Lines 
series, which will be run in the three 
magazines on a staggered schedule, 
features illustrations by leading 
artists, including Robert Riggs and 
Edward Wilson, pointing up the 
“Age of Flight” theme. The air lines’ 
role during the war, cargo liners 
of the future, extension of business 
in the post-war era, and the social 
implications of a flying nation will 
be covered in successive ads. 
N. W. Ayer & Son, handles the 
account. 


Gordon to OWI 


Matthew Gordon, news editor for 
(Columbia Broadcasting System, 
|New York, has resigned to join the 
| Office of War Information in Wash- 

ington, D. C. Mr. Gordon will 

handle all incoming foreign news. 
His new book, “News Is a Weapon,” 
will be published by Alfred A 
| Knopf this fall. 


Join ‘Aero Digest’ 

Mrs. Irene Wesley, for the past 
17 years in charge of advertising 
| schedules and contracts for Liberty, 
|has joined Aero Digest in a similar 
capacity. William J. O’Connor, for- 
merly of American Home, has been 
| appointed director of advertising 
| production. 


| ——$___.. 

‘J. A. Sullivan Named 

| J. A. Sullivan, formerly Pitts- 
burgh district manager for Calvert 


Distillers Corporation, has _ been 
named Pennsylvania manager. A 
Badali, formerly a supervisor, has 
| been named assistant district man- 
| ager. 


(Advertisement) 


Color Print Yields 
Finer Plates 


Solves Production 
Problems Arising 
from Color Film 


Our highly perfected te image 
brings you an art-copy colo Pr! 
that fully reproduces Kod “rom 
on paper. We retain the = [els 
rich quality of your film tr insp@™ 
ency. We can enlarge, re uce ‘ 
print same-size. 

This print we call a C :ome 


You can display it, retou ) 
brush, paste into artwol! ee 
magnificent copy for plate- \@™''© 
Priced from $38. Invest) ‘© ° 
print! 

Y 
|PHOTOCHROME LABO?ATOF! 
837 N. Fairfax Hollywoe 
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Political Turmoil 
in Georgia Finds 
Liquor Copy Victim 


bowler, and it was on this score 
that the state authorities cracked 
down on the Journal, asserting that 
any hookup between sports and 
liquor was taboo. 


any attempt by either a newspaper 
or a distiller to defy the board’s 
ukase would probably mean the 
elimination of the company’s prod- 


The Journal carried no liquor|ucts from the Georgia market. 
|copy from January, when the Old) Thus, distillers find themselves in 
Drum ad appeared, until about aja quandary—anxious to continue 


}month ago, when the ban was sud- 


their promotion uninterrupted, on 
denly lifted. The latter 


Georgia is a monopoly state, and NBBB Adds WAVES 


-DMAA Sets Date 


Johnston Joins WLOL 

J. H. Johnston, formerly assistant 
advertising manager of the Minne- 
apolis Morning Tribune, has joined 
the sales staff of Station WLOL, 
Navy in Advertising, Minneapolis. 
reference to WAVES. peceitinnaieamacair yeni 

The revised bulletin also repro-| Joins Olmsted-Hewitt 
duces in full the Navy Department’s | , 
general order No. 178. Ruth Heggen, formerly with 

David, Ine., St. Paul advertising 


which re-| 

laces generé rder No. 36 com- = 

places general order No = jagency, has joined the radio de- 
| partment of Olmsted-Hewitt, Inc., 


to Research Bulletin 

The National Better Business | 
Bureau has revised its research bul-| 
letin, “Reference to the Army and 


” 


to include 


mercial advertising. 
Minneapolis. 


Direct Mail Advertising Associa- 

tion, New York, will hold its annual | Football Forecast Released 
meeting and election of officers Oct. Atlantic Refining Company has 
16 at the Roosevelt Hotel. A series| decided not to carry its annual foot- 
of one-day direct mail and mail| ball broadcasts this fall, and has re- 
order clinics in key cities will be|linquished its option on the Dick 
held in place of the annual conven-| Dunkel football forecasts because 
tion. of gasoline rationing in the East. 


action is | the one hand, and prevented from 
- said to have occurred the same day} doing so by the state officials who 
tate Copy Censor the Constitution came out edi- sumewiee sales, on the other. New 
ulls an Effective torially against Gov. Talmadge’s|insertion orders descend on news- 
sail ° /reelection. Incidentally, the Jour-| papers as original dates come and 
Jisappearing Act /nal also opposes the incumbent. go with no copy appearing. 
Avlanta, Aug. 18.—Liquor adver- Distillers in the Middle : 
— age laa as ; ,.,,, Announces Price Change 
tising finds itself in the unhappy! The question of whether state | Sports Afield, New York, has in- 
role of political football in this | liquor officials - legally _have the | creased its newsstand price from 15 
stat and for the time being at} power to “ban” advertising from) to 20 cents a copy, effective with 
leas, the classification is conspicu-|any medium is somewhat academic. the October issue. 
1 ous oy its absence in Atlanta news- 
‘ papers. 
Tie issue, which has been smol- | 
- dering beneath the surface for sev- 
9 eral months, was brought into the 
of open last week by the Atlanta Con- | 
stitution in a letter sent to leading | 
_ distillers, placing the blame for the 
nd liquor copy impasse squarely on 
in Gov. Eugene Talmadge, currently 
he engaged in a vigorous campaign for 
eft reelection. 
In Georgia, liquor copy must 
ll travel a tortuous path before arriv- 
ist ing at its destination on a news-| 
n- paper page. Distillers or their 
\ir agencies must submit copy for 
NG approval by the state liquor com- 
as mission, a practice more or less 
yut common among state liquor bodies. | 
n- But in addition every Georgia} 
1 newspaper scheduled to carry liquor 
sines copy must secure an okay from the 
ee state commission for the identical | 
dule, ad previously submitted by the 
ding advertiser. In trying to follow this | 
nd procedure newspapers have found | 
le that during the past few weeks 
lines’ Charles H. Collins, official in charge | 
liners of okaying liquor copy, has been | 
siness either “on vacation” or “not avail-| 
social able.’ Thus, with the exception of 
1 will a few ads approved for insertion in 
the Journal early this month, no} 
s the liquor advertising has appeared in 
Atlanta papers of late. 
The Governor Retaliates 
According to the Atlanta Consti- | 
or for tution this is Gov. Talmadge’s 
stem, weapon of “retaliation” against the 
in the 85 per cent of the state’s news- 
Wash- papers that oppose him for reelec- | 
1 will 
news. tion. as | 
apon,” rhe intricacies of Georgia’s copy 
ed A approval system came in for com- | 
ment early this year when the| 
Atlanta Journal was_ suddenly 
“banned” from carrying liquor 
— advertising. The issue in this case 
oat sing was the publication of a Calvert) 
Liberty, Distillers’ Old Drum ad, which had | 
similar already been approved in writing 
or, for- when submitted by Geyer, Cornell | 
as been & Newell, agency for the account. 
ertising 


The layout included a picture of a} 


“‘Cover-to-cover, the facts 
indicate that it is one of 
the most USEFUL maga- 
zines in America today. 
Wherever you find it, you 
find a business man... 
well informed.”’ 


| 
| 


each of the past five years Busi- 


88 \ eek has carried more pages 


( me. 
ouch, 
y It - * bus ness advertising than any 
te ar! 
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Labor Unions as Advertisers 


The full-page newspaper adver- 
tisements published last week by 
the American Federation of Musi- 
cians to explain and justify its posi- 
tion in the controversy over the 
production of recordings for com- 
mercial use was not unusual, since 
other labor groups have had occa- 
sion to use advertising in the 
past. But they emphasized what 
we believe is an important and 
growing trend, based on the recog- 
nition of labor organizations that 
they must have the support of public 
opinion to win any long-term battle. 

We have expressed our opinion of 
the current discussion heretofore, 
and we are not in agreement with 
Mr. Petrillo’s stand. Nevertheless, 
we believe that in taking its case to 
the public through advertising, the 
AFM has displayed intelligence and 
understanding of the basic problem 
of all business, of which labor is a 
part: acceptance of its ideas and 
policies by the whole public, which 
in the long run is going to make the 
decisions as to how business and 
labor will operate. 

Organized labor is big business. 
Its membership has grown by leaps 
and bounds as the result of favor- 
able legislative and judicial action 
in recent years. International unions 
in many cases have annual incomes 
running into the millions. This 
means not only strength to carry on 


organization work more aggres- 
sively, but likewise financial re- 
sources with which to _ publicize 


of view in controversial situations 
the solution of which will neces- 
sarily be written in terms of pre- 
vailing public opinion. 

Labor unions have joined with 
their industries in a number of in- 
stances to fight for a larger share 
of the consumer’s dollar, which 
means a larger share for labor 
through increased employment. The 
women’s dress industry is one ex- 
ample of joint advertising effort of 
this kind. Other unions, in fields 
where inter-industry competition 
has threatened the maintenance of 
employment and favorable wage 
conditions, have cooperated with 
management in promoting the prod- 
ucts of the whole industry. 

We have confidence in the ulti- 
mate establishment of good work- 
ing relations between industrial 
management and organized labor 
which will give both groups a 
clearer recognition of their common 
interests. When that time comes, we 
shall see union labor advertising not 
only in its own immediate interests, 
but also advertising to promote the 
industry objective of broader mar- 
kets, increased employment and the 
best conditions for labor which the 


position of the industry may justify. 


Why Magazines Die 


Roy O. Eastman, whose work in 
the field of reader studies has at- 
tracted widespread attention, has 
just issued a comment which we 
believe is so striking, as well as so 
true, as to be worth presenting to 
advertisers and publishers as a sign- 


post on the way to progress in both | 
fields. 
He compiled a list of the 28 


magazines which carried the adver- 
tising 
1912—thirty years ago. 


17 publications, over 60 per cent, are | wasn’t 


no longer in existence! 
clude American Boy, Everybody’s, 
Judge, Ladies’ World, Leslie’s, Life, 
McClure’s, Modern Priscilla, Mun- 


sey’s, People’s Home Journal, Pic- | reading. 


Today’s Life is not the publication 
included in the list quoted above, 
although the name was taken over 
by the newer magazine. 

“Thirty years isn’t so long as busi- 
nesses go,” remarks Mr. Eastman. 
“Why is it then that out of a typ- 


ical list of 28 magazines of 30 

years ago only one out of three Is 

still alive? 
“It’s simple. 


They lost touch with 


of the Kellogg Company in| their readers, then their readers lost 
Of this list,| touch 


there 
more. 


them, and then 
magazine any 


with 
any 


They in-| That book of yours doesn’t mean a 


| thing except as it is the connecting 
link between the people who are 
|}writing and the people who are 
When the readers quit 


torial Review, Youth’s Companion,| reading, it ceases to be a magazine 


May Manton 


Scrapbook, Literary Digest, Illus- 


Quarterly, Cavalier-| and becomes just so much junk.” 


Sometimes we hear criticisms of 


trated Sunday Magazine and Uncle | the research and field work carried 


Remus’ Magazine. 


on to make sure that magazine edi- 


Those which are still going strong) torial policies are sound and relate 


are American Magazine, 


Collier’s,| directly to the interests of the read- 


their aims and to defend their point | 


| 


"Boss, couldn't we release a little rubber for girdles? My wife's making life 
miserable for me." 


News 


— Manufacturers’ 


| 
| 
| 


Ad-libbing 


New Copy Technique 

It seems to us that the inventive 
| genius who inaugurated the present 
Pontiac self-censored copy style, in 
which all of the important figures 
hide completely, if not too coyly, 
beneath heavy black censorship 
bars, has performed the most out- 
standing service for harassed copy- 
writers which it has been our good 
fortune, in a long and completely 
uninteresting career, to witness. We 
marvel only at the fact that copy 
utilizing the amazingly effective 
Pontiac technique has not already 
appeared for a host of other prod- 
ucts which can be at least equally 
well adapted to this delightful style. 

Pontiac says: “According to the 
latest figures available, Pontiac has 
shipped MMM rapid-fire WES anti- 
aircraft cannon to the Bureau of 
Naval Ordnance, exceeding the con- 
tractual requirement for the period 
by MMM guns!” 

Why can’t Listerine antiseptic say, 
with equal effectiveness and not the 
slightest fear of an FTC order: 
“According to the latest scientific 
investigation, vouched for by emi- 
nent scientists, Listerine antiseptic 
kills the alleged germs that are 
sometimes said to cause dandruff in 
BEE seconds, exceeding the usual 
requirement for dandruff removers 
by MMM seconds!” 

Or how about this: “Impartial 
scientific investigations, carried on 
exclusively in the interests of pure 
| Science, prove conclusively that 
| slow-burning Camels burn SH per 
cent longer than the average of 
SESSE8 leading cigarets, and Sa 
longer than any one of them.” 
| And consider the value of the 
technique to Pontiac itself, once this 
;current giant of the munitions in- 
dustry returns to the ways of peace. 
Can’t you imagine the 19% model 
being introduced to an eager public 
with this exciting message: 

“Nine months before peace came, 
/we first undertook the production 
of this amazing 19% model, the 
super-car of the future. Today we 
are turning out MMMM cars every day. 
According to the latest figures 
available, this new super-duper job 
has a wheelbase of S&H inches, 
exceeding that of any car in its 
| price class by BM per cent. Its 
entirely redesigned M-cylinder en- 
gine develops HMMMM@™ horsepower at 
BB miles per hour, an achievement 
never before possible in the BM 
|years since the automobile was first 
invented. At its truly amazingly 
llow price of $H@@™, this beautiful, 
}economical model, guaranteed to 
give you more than SMH miles per 
gallon of gasoline, and with a top 


waiting for since the Japs so treach- 
erously attacked our SHIM Base on 
SEEn Been.” 


Small Space Copy 


A cogent comment made a week 
or so ago in the “Diary of an Ad 
Man” in these pages receives unex-| 
pected support from the British| 
Isles, where C. C. Freer, lecturer at 
the pre-war Polytechnic advertising 
classes, declared last month that 
post-war British advertising is not! 
too likely to return to the lavish use | 
of space. 

As a result of present restrictions, 
Mr. Freer intimated, small space, 
cleverly used, and less lavish printed 
material packed with the real es- 
sence of salesmanship, will be the 
rule rather than the exception after 
the war. The measure of good ad- 
vertising, he said, is not how much 
it costs nor how much space it oc- 
cupies, but what it does. 

All this is very true, but human 
nature being what it is, it appears 
unlikely that advertisers will be 
satisfied with minimum space when 
war restrictions are removed, any 
more than it will be possible to sell 
the American public on the per- 
fectly logical and economical course 
of using midget cars for around- 
town use in place of the compara- 
tively cumbersome and expensive 
automobiles to which they have 
grown accustomed. 


—< 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his busi: «ss 
letterhead. 


No. 2030. Housewives, Inc. 

Radio Station KIRO, Seattle, S 
issued this brochure, telling at 
its quarter-hour program of e 
same title. It describes the tic 
between the program and ten co \- 
munity newspapers which prin' a 
weekly column using the title, sho \s 
the program’s audience rating, od 
gives general information on p. »- 
ticipating sponsorship. 


No. 2031. Asheville—Capital of a 
State Within a State. 


A description of the Ashevi ‘le, 
N. C., trade area is given in tiis 
folder, which has been issued }y 
The Katz Agency. It outlines ‘1¢ 
industrial and agricultural activities 
and tourist market, and gives a 
circulation breakdown of the As/ie- 
ville Citizen and Times. 


No. 2032. St. Louis Transportation 
Advertising. 

The importance to advertisers of 
the new dependence on _ public 
transportation is brought out in this 
folder, issued by Loomis Advertis- 
ing Company. Market facts about 
St. Louis are given, with figures 
showing the number of riders. A 
rate schedule is included for the 
metropolitan area. 


No. 2019. What of Business in 
Total War?—A Lesson from 
Britain. 


The Christian Science Monitor 
has issued this collection of typical 
British advertising placed in this 
newspaper during the period of 
England’s heaviest air raids—De- 
cember, 1940, and January, 1941. 
The story running through the 
brochure includes a news sequence 
of the period, analyzes the attitude 
of the British people and points out 
the lessons to be learned from Brit- 
ish business as an example of sur- 
vival in rapidly changing war con- 
ditions. 


No. 1989. Reader Responses and 
Reactions and Their Relation to 
Advertising. 

The American Magazine has is- 
sued this report on the findings of a 
psychological study of its readers’ 
responses and reactions, made by 
Matthew N. Chappell and Carl W. 


Evaluating Advertising 


If you don’t happen to be on the 
mailing list of Heating, Piping & 


Air Conditioning, published by 
Keeney Publishing Company, 6 N. 
Michigan avenue, Chicago, we sug- 
'gest that you write immediately for 
a copy of an intriguing vest-pocket 
booklet which the publication has 
| just released. It’s called “How to 
Prove the Value of Your Business 
Paper Advertising in Terms of Dol- 
lars and Cents,” and it is one of 
the most interesfing expositions of 
an advertising evaluation formula 
which we have ever seen. 

Starting with an editorial reader- 
ship research job which the publi- 
cation has been making for the past 
\three years, this intriguing adver- 
tising evaluation formula, on a 
dollars and cents basis, developed 
as a by-product which Keeney says 
'“contained the substance of infor- 
mation vital to the basic considera- 
|tion of advertising. The Keeney 
Publishing Company, therefore, has 
deemed it proper to pass it on to the 
advertising profession with the hope 
of assisting it in formulating a 
|tangible value interpretation of 
| business paper advertising expendi- 
tures. While the findings in this 


‘Dreppard of Columbia University. 
The study points out that magazines, 
like humans, have certain personal- 
lity traits, fixed by editorial purpose 
‘and policy. The authors maintain 
'that John Smith, reading one maga- 
zine, is quite a different person from 
John Smith reading another, and 
that the difference lies in his in- 
terests and attitudes —his state of 
'mind or “mental set.” They report 


(on their study of the pattern of psy- 
chological content of the Amer can, 
and show that reader response indi- 
cates that readers have a “mental 
set” of “high commercial signifi- 
cance” when reading the American 
No. 1986. “Know How” Adver'ising 
is Helping to Win the War 

McGraw-Hill Publishing om 
pany has issued this folder, hich 
cites the importance to the wa 
effort of useful copy, such «+ tha! 


which shows both industry a°1 thé 
consumer how to protect an com 
serve materials and equipmer The 
folder contains charts of ac ertis- 
ing trends and of the volume ® 
‘advertising in 33 leading public 
tions in 1941. 


No. 1987. If You Had Four 
This folder, issued by the Ar 
geles Times, provides a r¢ . 


Cosmopolitan, Country Gentleman, ers whom they are intended to iad wall te ania SEB il : : -~ 
Good Housekeeping, Ladies’ Home serve. But a glance at Mr. East- manage fog : rage of — presentation wees expressly made Los Angeles newspaper with 

" |per hour, able to climb any hill up for Heating, Piping & Air Condi- broken down by classificati: wit 
Journal, Life and Health, Popular|man’s mortality statistics should} to gg degrees without any SEBBB | tioning, the technique and methods | the figure for total display = 
Mechanics, Red Book, The Saturday|demonstrate that magazines that|sign of effort, this super - duper! are evident for adaptation to or use| advertising for the first | ree 


Evening Post and Sunset Magazine. live have got to be live. | Pontiac is the car you have been’ by any other good business paper.” months of 1942. 
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‘Share Machines 
for Victory,’ 
Farmers Told 


Co'dwater, O., Aug. 20. — To 
rage double and even triple 


nc 

jut for farm machinery this fall, 
New Idea, Inc., farm implement 
man ifacturer, will soon launch a 
“Shore Machines for Victory” cam- 
pais addressed to the nation’s 
far! rs. 

Color advertising in September 
issues of Capper’s Farmer, Country 
Gen eman, Farm Journal and 
Far: er’s Wife and Successful Farm- 
ing will point out that thousands of 
ewners of New Idea corn pickers 
have already arranged to help less 
fortunate neighbors harvest their 
crop:. With the current labor short- 
age on farms and production of 
new machines curtailed by the war, 
the company will call on other 
farmers to join the cooperative im- 
plement sharing plan it has devised. 

Fermers are asked to see their 
New Idea dealers for a manual 
which describes the renting of all 
kinds of farm machinery, plus a 


handy table of operating costs for 
figuring fees to be charged. Deal- 
ers are being supplied with “help 
wanted” and “help offered” blanks to 
be filled in by those who need farm 
machinery or are willing to rent 
their own implements to neighbors. 


Red, white and blue posters for 
dealers’ windows’ promote _ the 
“share machines” idea, with the 


King Advances Dorland; 
Server Named Ass'‘t. 


’ ’ 
Ralph E. Dorland, formerly pro- Out of Order, 
duction manager for Western Con- 


struction News and Western Indus- | Says FCC Head 


try, published by King Publications, | Bhs AP 

San Francisco, has been appointed | Washington, ». C., Aug. 19. , 

advertising manager of the two Pressing alarm at the widespread 
publicity given a War Production 


publications. 

John Server, who has been | Board suggestion that radio stations 
engaged in engineering work in|observe a midnight curfew. Chair- 
Southern California, has been|man James L. Fly of the Federal 
named assistant edior of Western| Communications Commission _ this 
Construction News. | week re-affirmed his confidence that 

jthe broadcasting industry would 
| maintain operations despite a short- 
age of tubes and other materials. 

The FCC chairman at his Monday 


‘Curfew Reports 


Ex- 


Opens Chicago Office 
Interstate United Newspapers, 
publishers’ representative, has 


opened a Chicago office under the| Press conference referred to reports | 


direction of L. J. Pollard, at 25 E.|of the curfew suggestion made by 
Jackson boulevard. |Leighton H. Peebles, chief of the 


WPB communications equipment 
branch, as “markedly out of order.” 
Mr. Fly said that the Peebles sug- 


/gestion was only one of many that 


would receive the attention of the 
Defense Communications Board this 
week, and emphasized that no sug- 
gestion had been made that was not 
“aimed toward establishing stability 
and durability of broadcasting serv- 
ice and coverage.” 


Close Joins Glass Co. 

Joseph K. Close, formerly with 
D’Arcy Advertising Company, St. 
Louis, has joined Owens - Illinois 
Glass Company, Toledo, O., as man- 
ager of its newly-created division of 
market research. Mr. Close handled 
the Owens-Illinois account when he 
was with the D’Arcy agency. 


Viking Distributes ‘V's’ 
Viking Freight Company, St. 
Louis, Mo., has distributed goodwill 
folders to 15,000 shippers and traf- 
fic men in its territory in com- 
memoration of the company’s 14th 
anniversary. Each folder carries 
a small red, white and blue plastic 
lapel button in the shape of a vic- 
tory “V.” This folder replaces the 


small birthday cakes which the 
company used to distribute, but 
which it explained could not be 


|sent this year because of the sugar 
| shortage. 


Murdock to WCAU 

Harry Murdock, formerly with 
the Philadelphia Evening Public 
Ledger, has joined WCAU, Phila- 
delphia, as assistant director of 
publicity and station promotion. 


headline, “To help your neighbor is 
to help your country.” 

E. F. Willett, advertising manager | 
of the company, is emphasizing to | 
dealers their opportunity to keep in | 
contact with prospective customers | 
for new machinery, as well as those | 


who require service and_ repair | 
parts, by serving as “booking | 
agents” in registering available 


equipment and calls for aid. 

Besides the booklet on sharing 
machines, New Idea also has printed | 
a new pamphlet on the care and | 
operation of its machines. Direct | 
mail advertising will supplement | 
the drive in farm publications. 

ciieniecaliaiatiis 

New York Papers | 
Increase Prices 

The New York Journal-American, 
Post, Telegram, Times and Tribune 
have increased their out-of-town 
newsstand price from three to four 
cents a copy. 

The New York Mirror and News 
prices will remain the same. 


Connors to ‘Evangelist’ 


John J. Connors, formerly adver- 
ising manager of the Albany Times 
Union, has been named advertising 
manager of the “Evangelist,” weekly 
organ of the Albany Catholic dio- 
cese 


NEW HAVEN 


The first cemetery in the world to 
tury in family plots is the Grove 
‘tree’ Cemetery in New Haven. 
Here are buried such illustrious 
‘mericans as Noah Webster of dic- 
“onary fame, Eli Whitney, inventor 
% the cotton gin, Roger Sherman. 
“gner of the Declaration of Inde- 
Pendence, Maj. Gen. Alfred Howe 


Official Washington 
on the subject of READER TRAFFIC 


lo take this question out 


ful guesswork this letter was sent to 1457 


mdizduals— 


MEMBERS of the CABINET 


THE SENATE 


THE HOUSE 


PERSONNEL 
in the 
EXECUTIVE BRANCHES 
of the 
FEDERAL GOVERNMENT 


PERSONNEL 
in the 


FOREIGN LEGATIONS 


EXECUTIVES 
in all branches of the 


WAR PRODUCT 


of the realm of wish- 


casts a vote 


ION BOARD 


PHILIP KOBBE 
mec 
30 ROCKEFELLER PLAZA 
NEW YORK 


July 28, 1942 
Dear Sir: 


Will you do us a brief favor? 

We have been asked by a client to discover how various 
magazines in the U.S. are rated by intelligent, suc- 
cessful people. Perhaps the best and quickest method 
is to ask the one direct question at the bottom of 
this page. 


Will you take a minute to answer this question, and 
mail your answer in the enclosed stamped envelope? 


I pledge to keep your reply strictly anonymous, and 
I'll be grateful for your help. 


Sincerely yours, 


(Signed) Philip Kobbe’ 


Of the followtng magazines which do you consider 
the most important to you? 


(Please check) 


BUSINESS WEEK —_ 
* FORTUNE ie 
' 
ADMINISTRATIVE PERSONNEL —— ~_ 
of TIME pone 
ARMY. NAVY THE UNITED STATES NEWS ees 
4 s s+ 4 OR. - J 
and other 
PROCUREMENT AGENCIES 
e 
537 responses were recewed —a_ total of 
30.9%. And this is how the first six 
magazines ranked 
The UnitedjStates News . . . . . 248 
Magazine B a aan ee oe oe ee a 
Magazine C . « ww «+ &€ w a2" @ 78 
Magazine D > + &« kt gece. & 50 
Magazine E co. & eee 4 48 


Magazine F a oe 


Coverage of “Official” Washington (a rigidly controlled circulation, complimentary to the reader, compli- 
mentary to the advertiser) is less than 17, of our total of 209,090, of which 99°, is outside of Washington. 


‘try hero of Fort Fisher and many 
ers 


The Nem Haven Register 


~ee. 


The United States News 


Daniel W. Ashley, Vice President in charge of Advertising 
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Lever Defends 
‘Bee Oh’ Man 


on the Radio 


Cambridge, Mass., Aug. 20.— 
Lifebuoy’s “B. O.” advertising has | 
offended many people—like the 
health ‘‘crime” it seeks to wipe out 
—but its sales message is so power- 
ful that Lever Bros. Company will 
stick with it through thick and thin, 
the soap manufacturer indicated in 
a recent communique to at least one 
objector. 

“B. O.” copy and “Sad Sam, the | 
Bee Oh Man” with the fog horn 
voice, brought in only a few scat- 
tered complaints up until the time 
Reader’s Digest turned the spotlight 
on radio plugs in an article fea- 
turing the Plug Shrinkers and| 
their efforts to purify the airlanes | 
(ADVERTISING AGE, Aug. 3). Others 
had commended Lever Bros. for 
the spot broadcasts built around the 
now-famous “B. O.” fog horn. 

While “B. O.” advertising, since 
its inception in 1925, has admittedly | 
offended many people, the company 
explained in a letter to one writer, 
“the number of imitators we have 
had among the soap advertisers and | 
the tremendous increase, not only | 
in Lifebuoy health soap sales but in 
toilet soap sales generally since that 
time, has convinced us that next to 
the advent of low-priced plumbing, | 
Lifebuoy advertising has done more 
to promote personal hygiene than 
probably any other single factor in 
the past two decades.” 

The Lifebuoy radio spots are a 
powerful, novel way of reaching a 
different audience from those con- 
tacted by the company’s newspaper, | 
magazine or even weekly radio | 
broadcasts, Lever feels. 

“If you have ridden on a crowded 
subway or street car, been to the 
movies or any other place where 
people are crowded together,” the 
company continued, “you will agree 
that there are still millions of people | 
in the country who could benefit by | 
paying careful heed to Lifebuoy’s 
advertising. Our radio spots are 
an attempt to tell this story as 
dramatically as possible so that it 
will have a real effect upon them. 

“Quite naturally, there are other 
millions of people in the country 
whose personal habits of cleanliness 
are above reproach and to them we 
can only say that after all, we are 
attempting to raise the standards of 
the other half, and ask them to view 
our advertising in that light.” 


Rogers to OPA | 
Robert Rogers, editor of Click, | 
New York, has resigned to become | 
chief of publications in the con-)| 
sumer division of the Office of Price 
Administration, Washington. 


Dodge Joins ‘Newsweek’ 
Howard M. Dodge, formerly Chi- 
cago representative for House Beau- 
tiful, has joined the Chicago adver- | 
tising sales staff of Newsweek. 


The Greatest 
SELLING POWER 


in the | 
SOUTH’S 
GREATEST CITY 


50,000 WATTS 


CLEAR CHANNEL | 
C BS AFFILIATE 


Nat. Rep.—THE KATZ AGENCY, INC. 


ey, 


Enterprise to Young 


Enterprise Engine and Foundry 
Company, San Francisco, has ap- 
pointed Robert B. Young Advertis- 
ing Agency, San Francisco, to direct 
its advertising. A national busi- 
ness paper campaign is in prepara- 
tion on turbo-supercharged marine 
diesel engines. Later, campaigns 
will be developed for the company’s 
oil burner and process machinery 
divisions. 


Outdoor Ad Report Issued 
A factual report on “Wartime 
Evaluation of Outdoor Advertising 
on the Pacific Coast” has been pre- 
pared by Howard Willoughby and 
Cyril Wright of Foster & Kleiser 
Company, San Francisco, for dis- 
tribution to advertising agencies. 


| 


| 
| 


‘M ountain | Boys’ 
Keep Spotlight 


in New Campaign 

Toledo, O., Aug. 20.—With the 
theme, “Keep the Boys in Service 
Smiling!” Electric Auto-Lite Com- 
pany this week launched promotion 
of a free traffic-builder kit to auto- 
motive dealers built around the 
mirth-provoking cartoons of artist 
Paul Webb and his “Mountain 
Boys.” 

The free offer to dealers, regard- 
less of whether they handle Elec- 
tric Auto-Lite’s own spark plugs, is 
being promoted in two-page color 
inserts in September issues of 


Motor Age, Southern Automotive 
Journal and Super Service Station. 
Return of a business reply card will 
bring the individual dealer a kit 
which is comprised of 10 new Auto- 
Lite “Mountain Boys” cartoon 
books, with envelopes for mailing to 
men in the armed forces; a counter 
card featuring the antics of Luke, 
Jake, Gran’ pappy and the rest of 
the bewhiskered clan; and a Plug- 
Chek data book designed to aid the 
service field in solving spark plug 
problems. 

Increased traffic for dealers is 
vital now and H. D. Bissell, adver- 
tising manager of the company, and 
the agency, Ruthrauff & Ryan, De- 
troit, believe the “Mountain Boys” 
promotion will prove a_ sure-fire 


— 


method of building good will amo 


ng 
both present customers and men 
now away from their peacetime jobs 


and in the armed services. The {irs 
edition of the “Mountain Boy.» 
cartoon book, distributed by A 
Lite dealers, drew a heavy res; 


from boys in the service “ 
received copies. The business p pe, 
advertisement reproduces comm -nts 
from several of these officers ang 


men now based in United S) te, 
camps and in foreign lands. 
Webb’s cartoons, featured on the 
pages of Esquire, have domin ‘eq 
the 1942 advertising of Auto-! ite 
spark plugs and, according to ‘he 
company, have drawn a conswu er 
and dealer response exceeding ny 
before experienced by Auto-Lit _ 


..- the nation’s necessity 


This is an advertisement about the millions of people 


who never need to ask “What are we fighting for?” 


They know. 


They know that all the fighting power of their nation 
is directed towards securing, for them and for their 


children, the one thing in life they value most: a happy 


and livable home. 


And what, for them, makes up such a home? Love, 
freedom and human kindness, of course. But, also, a 
host of /ittle things . . . a new and better room for 


Junior, a den for Dad. New furniture for the living 


Better Homes & Gardens 


Si Ree 


aitna ie Fa 
bode ca fm ee Le 


things add up to a great reality. 


For these home-lovers of America . . . 2,470,000 


means of escape. 


room. A glassed-in porch. Minor in themselves, such 


families of them... Better Homes & Gardens, through 
a continuation and extension of its unique and [ar- 


reaching editorial program, provides the necessary 


Escape into the happy realm of desires that can be 
realized today and tomorrow. Escape to the heart's de- 
sire for a more beautiful, more comfortable home. 


Escape into the satisfaction of heart-warming w. ots. 
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NBBB Hits Claims 
of Grate Makers 


in Fuel Crisis 


New York, Aug. 18.—The Na- 
tion | Better Business Bureau this 
wee! warned that “false, misleading 
and extravagant” claims are being 
mad: by manufacturers of devices 
for converting furnaces back to coal 
in “the scramble for customers.” 

Po nting to the patriotic privilege 
of c averting furnaces to coal dur- 
ing ‘ne fuel oil crisis, Edward L. 
Greene, general manager of the 
NBBEB, advised that a heating plant 
is not “a gadget to be tampered 
with by amateurs or well-meaning 


— 


bunglers.’ 
;}owners to consult reliable heating 
/engineers or contractors for advice 
}on practical conversion apparatus. 


Anthracite Group Warns Consumers 


Similar recommendations have 
been made by the Anthracite Insti- 
|tute and Anthracite Industries, Inc., 
following laboratory tests of various 
| branded “conversion grates.” An- 
| thracite Industries, Inc., a promo- 
| tional organization, has issued a list 
,of suitable equipment and has 
urged consumers, through their coal 
dealers, to install only conversion 


| 
| 
| 
| 
| 
| 


equipment which is offered by the | 


plumbing and heating industries 
\through local dealers and contrac- 
| tors. 


The bureau urged home | 


Staples Resigns From 
Ferry-Hanly Agency 


Laurence S. Staples, vice-presi- 
dent and_ stockholder 


14 years with the agency’s Kansas 

City office. He will devote his time 

to war work and personal affairs. 
Mr. Staples recently was elected 


|a director of Midland Flour Milling | 


| Company, North Kansas City. This 
appointment bears no relation to his 
| resignation from Ferry-Hanly Com- 
| pany. 


Heron Named V. P. 


Alexander R. Heron, who has 
| been in charge of public and indus- 
| trial relations, has been appointed 
|a vice-president of Crown Zeller- 
| bach Corporation, San Francisco. 


Escape, above all, into the realization that much can be 
done today, to brighten home living, home happiness— 
and to build soundly for the home, that is to be. 


It is a paradox—but an easily 


understandable one—that 


Better Homes & Gardens, without a line of fiction, de- 


voted entirely to the home, should become America’s 


Number One organ of escape literature for home-minded, 


victory-minded Americans at war—just as it has been a 
vitally significant factor in the life of America and Amer- 


‘cans at peace... Meredith Publishing Company, Des 


Moines, Iowa. 


Helping More Than 2,470,000 
Suburban Home Families 


of Ferry-| 
Hanly Company, has resigned after | 


vertising men, 


August 10. Visited an agricultural 
experiment station, in the interest of 
a fertilizer client, to see some test 
plots of new pasture grasses. As- 
tonished to learn that we know less 
about grasses than about most other 
fodder crops. Asked the director 
how long it took, after a given agri- 
cultural practice was proved good, to 
get a majority of the farmers in his 
| state to adopt it. He said about ten 
years We spend millions on the 
most scientific production of knowl- 
edge, but do a horse-and-buggy job 
| on the distribution of it in these 

fields where advertising is not relied 
| upon 

August 11 In 
City of Beautiful 
one place, at least, 
sense: namely, the Department of 
Commerce, Here they not only seem 

to have men who know what busi- 
ness is all about, but men who have 
kept their heads in all the hullabaloo 
which surrounds then Elsewhere it 
must be the heat. It certainly is not 
the humility. 


Washington, the 
Nonsense Found 
where they talk 


August 12. 1 would feel a lot hap- 
pier about this war if I could get a 
conviction that anybody on our side 
had a plan for winning it. Maybe 
they have. If so, I know they can't 
tell me; and | know that I wouldn't 
be able to judge its merits if they 
did. But it doesn't take long to see 
a team on a field, or to see a new 
| rtisine impaign under way, to 
Ss wh otuer there is a plan behind 
| it » rely improvisation 


yust 123 Kk. J. is one of our 
most brilliant copywriters, but he 
gets terrible fits of depression about 


The Diary of an Ad Man 


This diary embraces the observations and 
one of America’s most prominent and 
It is presented in ADVERTISING AGE weekly, 
exactly as written, without benefit of 
of any kind. 


reflections of 
widely known ad- 


“editorial direction” 


his work. Like all real creative peo- 
ple, the frustrations of agency work 
gets him down. Recommended to 
him today that he get himself a 
hobby which would be creative, but 
which called for tedious manual 
work. This is the best purgative for 
writer's crimps that I know. 


August 15. All my working life I 
have been scaling photographs, art 
work, etce., for reduction, by the use 
of a diagonal line. This evening, 
scanning a popular book on mathe- 
matics, it suddenly burst on me that 
I had been using a well Known prin- 
ciple of geometry. My mathematical 
knowledge being practically nil, this 
discovery gave me the feeling that 
the stuff had some sense to it after 
all, and that maybe even I could 
learn it 


August 15. A rainy day in the 
country—one of the pleasantest of 
life's interludes. Worked all day in 
the tool shop, with the rain drum- 
ming on the roof and the good smells 
of the earth coming in the open door. 
By supper time the creek was mak- 
ing music which could sing a man 
to sleep, 


August 16 Pleased to get from 
the editor some letters which indi- 
cate that, now and then, somebody 
reads this Diary. Showed them to 
my wife—who still wonders why. If 
a man likes the sound of words, put- 
ting them together may be its own 
reward, But I notice that a neighbor 
of mine, who often sits on his door- 
step of an evening, playing a flute to 
himself, doesn't mind a little audi- 
ence either 


ha 2g se 


Richer Appointed 
Promotion Head 
of ‘Chicago Sun’ 


Chicago, Aug. 19.—Edmond R. 


Richer, vice-president in charge of 


advertising for 
Marx, this 


Hart, 
week 


Schaffner & 
moved into the 


fast-stepping promotional battle in 


the morning 
newspaper field, 
with announce- 


ment of his ap- 
pointment as 
promotion direc- 
tor of the Chi- 
cago Sun. 

Mr. Richer, who 
has been in 
charge of all ad- 
vertising and 
promotion for the 


Chicago clothing 

E. R. Richer company for the 
past six and a 

half years, will take over his new 
duties Sept. 1. He will succeed 


James W. Mulroy, who will retain 
the post until the end of this month | 
and then devote full time to his} 
new position as assistant managing | 
editor. Mr. Mulroy took over as| 
manager of the Sun’s promotion | 
department last April when Carl 
Sundberg resigned to join the War 
Production Board. 

Before joining Hart, Schaffner & | 
Marx, Mr. Richer was sales promo- 
tion manager of the Brunswick-| 
Balke-Collender Company and prior | 
to that was advertising manager of 
Marshall Field & Co.’s Store for 


| Northwestern 
|years, specializing in the teaching 
\of advertising 


Men. He served on the staff of 
University for five) 

and copywriting 
courses. 


Widely experienced in both ad- 


vertising and promotion, the Sun’s 
new promotion director also has 
been active in Chicago civic activi- 
ties. He served as president of the 
Chicago Federated Advertising Club 
for the 1940-41 year and _ also 
headed the Midwest Men's Apparel 
Club. 


Bayuk Cigars 
Extends Copy for 
10-Cent Phillies 


Philadelphia, Aug. 18. 
up its recent test in New York, 
Bayuk Cigars, Inc., launched the 
second phase of a campaign for “ex- 
tra size” Phillies this week with 
newspaper copy in the Philadelphia 
Bulletin, Daily News and Record, 
and the Camden Courier-Post. 

The new series, running in 800- 
line size, describes the cigars as “de 
luxe Phillies,” selling at three-for- 
a-quarter, and urges comparison 
“with any 10-cent cigar you know.” 

Headines in all the ads will tie in 
the “extra size” theme with com- 
parisons of “a thick juicy steak,” an 
aircraft carrier, a four-engine bom- 
ber, etc. Ivey & Ellington is the 
agency. 


Following 


Scrap for Tickets 


All Stanley-Warner theaters in 
the Philadelphia area successfully 
used a unique admission arrange- 
ment on Monday, Aug. 10. Any- 
one presenting three pounds of 
scrap was admitted to the show. 


Grant Resigns 


A. S. Grant, publishers’ represen- 
tative, Atlanta, Ga., has resigned as 
representative for the Florida 
Times-Union, Jacksonville, Fla., 
effective Oct. 1. 


A Photo Like This (8x10) Cost Subscribers Only $1.66 
Plan for Today and Tomorrow | viene Stn te sk sto pref, and 


and 
more, for one pix like this to fill a Satevepost 


page. You get grand photos QUICK Over 7000 


CATCHER (Mats, too!) 

Proofbooks and detail - 
FREE OFFER! gies “No Soiications. “Write 
——————aO Bee 


EVE*CATCHERS, INC., 10 E. 38th St., New York 


subscription plan, 


subjects 100 new ones every month. Cost per 


| photo a little over one dollar on unique EYE* 
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Paint Maker Plans 
‘All-Out’ Co-op 
Ad Allowances 


Chicago, Aug. 19.—Working on 
the theory that “if advertising is 
any good, now is the time to do all 
we can of it,” National Chemical & 
Mfg. Company, paint maker, will 
shortly espouse an all-out dealer 
cooperative advertising program. 
Instead of advertising allowances 
based, as in the past, upon a minor 
percentage of a dealer’s purchases, 
the company will hereafter match 


each dealer’s promotional dollar in 
local newspaper advertising. 

Behind this new 50-50, unlimited 
_expenditure plan, Don W. Warriner, 
|advertising manager, reported, “is 
a grand opportunity for paint deal- 
ers to get an unlimited amount of 
newspaper space at one-half the 
| local rate.” 

The company merchandises its 
|Luminall line of paints to dealers 
|by means of extensive dealer helps 
which include displays, paint pad- 
dles, stuffers and counter cards. 
These items are given free to deal- 
ers, and other promotional material 
such as calendars, interior deco- 
rating booklets and technical litera- 
ture is available at nominal cost. 

The dealer program is backed up 
with advertising in general maga- 


zines and business papers of the 
decorating and paint fields. On 
National Chemical’s list this year 
are American Home, Better Homes 
& Gardens, Ladies’ Home Journal 
and Parents’ Magazine. 


To Glass Package 


The paint business, in _ this 
priority and _ curtailment - blasted 
year, is a lucky business. While 
there has been some trouble with 
minor raw materials and metallic 
pigments, the business as a whole 
has prospered. Paint dealers have 
been experiencing a consistent busi- 
ness rise. In some cases, paint 
manufacturers have had difficulty 
in getting containers; glass in some 
instances is being substituted for 
metal. 


re, 


Luminall paints are water - 
thinned, and the company, now con- 
templating switching to glass con- 
tainers, is fortunate in that respect. 
The paint rests in a _ gelatinous, 
paste state, unlike oil paints which 
have a cap of oil extending some 
distance from the top—not a pleas- 
ant sight in a glass container. 

Another problem now plaguing 
some segments of the paint field is 
the shortage of paint brushes. Here 
again water-thinned paints are 
blessed; since most of them are now 
made with a synthetic resin base, 
they may be applied either with a 
roller, as Sherwin-Williams advo- 
cates for its Kemptone (ADVERTISING 
AcE, June 15), or with a horsehair 
brush. Like an oil base paint, the 
synthetic resin base paint goes on 


We're On The Air... 


“WASTE-FREE”! 


Quietly, without fan-fare, comes 


new radio network... young... 


energetic... powerful .. . servicing 
America’s richest market, the 


populous Eastern Seaboard from 


W 


lashington to Boston...a market 


nation’s buying power— to make 


this the most concentrated area 


in the country. 


This is the market that the Atlan- 


tic Coast Network delivers “waste- 


free”... without the low concentra- 


impossible to reach, until now, 


CO-OP PROMOTION 


The NEW flat wall-finish with the magic-like resin base 


ULTRA LUMINALL Washoe 


t 


fe mow have the full line w+, 


ee pe 


This and similar copy will be used oy 

National Chemical & Mfg. Co. dea ors 

to promote Luminall paints, center ng 

around the paint's ability to cover w ||. 

paper with one coat. The company as 

announced a new 50-50 unlimited adver. 
tising allowance plan. 


with brush marks, but the morks 
disappear when the paint flattens 
out and dries. Like Sherwin-\yil- 
liams, National Chemical has a 
roller applicator available. 

The development of water- 
thinned, one-coat washable puint 
that can be applied over wall paper 
and other interior surfaces has been 
a boon to the paint dealer. In 
many sections of the country a 
shortage of painters has occurred, 
due to their employment in defense 
|industries and for the painting of 
camps, cantonments and ships. BHe- 
cause of this basic marketing 
change, Luminall is stepping up its 
consumer advertising. 

The new-type water - thinned 
paints are easily thinned and 
applied and the average consumer 
|}can do a room very satisfactorily 
without the muss and fuss of old- 
type materials. One coat of these 
paints, it is said, will go on smoothly 
‘over wall paper, ridding a home 
|owner of the onerous job of steam- 
ing and stripping the paper down 
before application of the paint. 

Besides newspaper mats offered 


to the retail paint dealer, the 
company will also furnish radio 
transcriptions, publicity, a 50-50 
larrangement for telephone book 
|listing, and window displays. 

The radio programs are generally 
| used in connection with a _ booklet 
|called “Short Course in_ Interior 
Decorating,” which the company 
| calls “one of the most popular book- 
lets on this subject ever printed.” 
| Like the calendars, this book is 
| available at nominal cost. 


tion areas that usually go with 


without a top - heavy advertising 


appropriation. network radio...all at the cost of 


a major New York City outlet, 
Here live 6,500,000 radio families 


who spend over $10,000,000,000 It's the only “waste-free” network 


each year — one-fourth of the in radio! 


IN PREPARATION— complete coverage brochures of the Atlantic Coast 
Network. Write us immediately so that we may reserve your copy. 


J. R. Hamilton Advertising 
| Agency directs the account. T. J 
| Harris, vice-president of the agency 
land account executive on_ the 
BASIC NETWORK National Chemical account, has 
WATTS WATTS |directed the paint maker’s advertis- 
Wore, Naked by WNEW-—New York . 10,000 WEL I—New Haven . (Day) 1,000 ling since the company began its 
i Class “A” lines WP EN-Philadelphia 5,000 (Night) 500 | promotion 15 years ago. 
. throughout, are W FBR—Baltimore . 5,000 WCOP—Boston ... . 500 — 
Fr the ten stations WNBC-—Hartford . 5,000 WWDC—Washington. . . 250 


W FC |—Pawtucket, Providence 1,000 (100 watt booster) 


of the Atlantic 


Coast Network: ~ 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


SUPPLEMENTARY NETWORK 
WBOC—Solisbury, Md.. . . 250  WJEJ—Hagerstown, Md. . . 250 


ATLANTIC COAST 
NETWORK * INC. 


501 MADISON AVENUE e NEW YORK CITY 


Photo-engravers in Chic age 
207 North Michigan Aveque 


FRANKLIN 


9854 


ad 
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‘Admen in the 
Armed Forces 


| 


Li. Norman Nash, U.S.N.R., copy- | 
writer with Arthur Kudner, Inc., 
New York, has reported for activ. 
serv.ce at the Naval air station, 
Quonset Point, R. I. 

Ri hard H. Hibbard, vice-presi- 
dent of the San Francisco Chamber 
of (ommerce and manager of its 


trade paper service bureau, has 
peer. called to active duty as a 
lieutenant in the Naval reserve. 
Will Williams, formerly of the San 
Francisco Call-Bulletin promotion 
depertment, will take over man- 
ager hip of the bureau. 


H. Hawley Myers, former account 
executive in charge of new business 
for Cowan & Dengler, New York, 
has been commissioned a _ second 
lieutenant in the Army air forces. 
Helen F. Bond, space buyer for the 
agency, succeeds him and also will 
direct the media department. 

De! King, formerly with the West 
Coast office of Russel M. Seeds 
Company, has returned to Chicago 
for induction into the Army. 

George S. Lyman, art director for 
Roche, Williams & Cunnyngham, 
Chicago, has joined the military 
police division of the Army. Mr. 
Lyman, who saw infantry service 
in the last war, has a son enrolled 
in the Army air forces. 

Dick Elpers, who has handled 
network sales, sales research and 
merchandising in the CBS Chicago 
headquarters for the past 12 years, 
has been inducted as a draftee and 
is reporting to Camp Grant, III. 

James S. Montgomery, of McKee 
& Albright’s copy department, 
Philadelphia, has received a com- 
mission in the Army air forces. 

John Wolcott and William Morris, 


| a first lieutenant, Fred Byington has | is the third son of Ernest D. Ander- 
|taken over operation of the com- | son, 


pany. Manufacturing is being dis- Buffalo Evening News, to enter mili- 
| tary service. 


continued, but arrangements have 
been made with other makers to 
supply the lines handled by Adcraft. 

Edward E. Rothman, of the Ethyl 
Corporation and formerly vice- 
president of Campbell-Ewald Com- 
|pany, Detroit, is a captain in the 
‘Army air forces at Wright Field, 
Dayton, O. Roy E. Washburn, art 
director for the Detroit branch of 
McCann-Erickson, holds a_ similar 
rank, and is stationed at the Dayton 
field. He was an aviator in World 
War I. 

Robert E. Anderson, advertising 
manager of National Gypsum Com- 
pany, Buffalo, N. Y., has reported 
for duty as ensign in the Navy. He 


Bank Borrows Slogan 
Morris Plan Company, Holyoke, 
Mass., has borrowed the Old Gold 


slogan, “Something New Has Been 
Herbert Agar, on leave of absence | Added,” for use in copy announcing 


as editor of the Louisville Courier- | that the company has been char- 
Journal, has resigned to report for | red as a_ banking institution by 
active duty with the Navy. Russell 


advertising manager of the 


|banking. The new 


, . : name of the 
Briney has been appointed chief | institution is The Morris Plan 
editorial writer of the daily. Lt. | Banking Company. 

Barry Bingham, president of the 


Courier-Journal, has been assigned Moves Zone Offices 
to the Navy's press relations offices 


, “paar The New York zone offices of 
in London after duty along similar | yo<)-Kelvinator Corporation and 
lines in Washington, D. C. | Leonard Division have been moved 

Stanley I. Fishel has been granted | to new headquarters on the sixth 
a leave of absence as secretary- | @nd seventh floors of the Nash-Kel- 
treasurer of Jasper, Lynch & Fishel, vinator administrative building, 16 


Inc., New York, to join the Coast past several 


Guard reserve in active duty. been in Long Island City. 


| the Massachusetts commissioner of | snemie thie fall. 


|W. 61st street, New York. For the advertisements 
years, zone offices have week. The campaign was prepared 
‘by H. B. LeQuatte, New York. 


Finds Private School 
Enrollment Up 


N. W. Ayer & Son has found in 
a school survey that three-quarters 
of the private boarding schools and 
80 per cent of the military schools 
expect to have increased enroll- 


Only 35 per cent of the vocational 
and professional schools expect to 
do as well as they did last year. 


Announces Fall Campaign 

Flako Products Corporation, Mill- 
town, N. J., will begin its fall adver- 
tising of Flako pie crust and Fla- 


korn corn muffin mix Sept. 1. Over 
650 newspapers will carry the 
three times each 


of Ivey & Ellington, Inc., Philadel- 
phia, have joined the Army. Wil- | 
liam Sheeley, of the same agency, 
has been commissioned a first lieu- 
tenant in the Navy. 

G. Hutton Schnaitman, local dis- 
play advertising manager of the Des 
Moines Register and Tribune, has 
been cOmmissioned a second lieu- 
tenant in the Army air forces. He 
has been sent to Miami Beach, Fla., 
for six weeks’ basic training. 

Lt. Will Lane, formerly man- 
aging editor of Minicam Photog- 
raphy, Cincinnati, has been gradu- 
ated from the officers’ training 
school at Miami Beach, and is with 
the Army air forces. 

With Jack Fraser, president of 
Adcraft Sales Promotion Company, 
Detroit, in the Army air forces as 
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|pared with $3,211,826 for the same|ings were $823,779, compared with | ended June 30, earnings were $103,- | Melville Shoe Corp. 

Armstron Cork period last year. revised earnings of $1,894,802 for | 903, against $856,389 for the first) Earnings were $1,207,738 for the 
|the second quarter of 1941. half of 1941. | six months ended June 30, compareq 


‘ International Paper Co. 


' ' |with $1,501,031 for the first half of 
| For the quarter ended June 30, Standard Oil of Indiana Warner Bros. Pictures jlast year. 
epor .) a es p |net profit was $2,170,087, compared Net profit for the six months; Net profit totaled $5,371,875 for ; ; 
‘with $3,214,688 for the same period|ended June 30 was $19,390,526, as| the 39 weeks ended May 30, against | Champion Paper & Fibre 
. llast year. against $21,763,134 for the first half | $4,433,445 for the comparable period| Net profit amounted to $3,129 
But Profits Down of 1941. of 1941. for the fiscal year ended Apri 
General Shoe Corp. 


|against $2,379,660 during the 


, beer 
Export Division | Earnings for the quarter ended | Loudon Packing Co. Great Northern Paper 'ceding year. 
Pr Oe Hi h | July 31 were $137,727, compared For the fiscal year ended June 30, | For the six months ended argh — 
chieves Highest | with $233,428 during the same quar- earnings were $204,437, compared | earnings were $848,214, against $1,- | > 
rie lter of last year , with $131,319 during the preceding | 288,485 in the first half of 1941. Lee Named Director 

Volume in History year. | James C. Lee, who heads 
Sterling Products, Inc. _Air-Way Electric Buffalo Rock Company, Birm 
New York, Aug. 19. — Aggregate | ™ — ..|ham, Ala., has been elected a m 
sales volume of Armstrong Cork| Net income amounted to $3,491,589 Maytag Co. | Net profit was $75,468 for the six ber of the board of directors of 


: * the six ; ende > 30, as et inc for the quarter ended months ended June 30. In the pre- passe anew @t Latie 
any was larger ‘ing the first | for the six months ended June 30,as_|_ Net income t ' ) Beverage Company, ~ Louie 
epee a rina tao oe mec 0 against a revised figure of $4,752,981 | June 30 was $53,376, compared with ceding year the company reported | 4] an unexpired term of Don 
aah pera *g less when com-| for the first six months of 1941. For | $335,183 during the comparable for the 24 weeks ended June 14,| derson, who is now serving as 
pared atts the Mee period of last | the quarter ended June 30, net earn-| period last year. For the six months | 1941, a net profit of $55,914. Armv officer. 


year, chiefly because of the consid- 
erable increase in federal income | 
and excess profits taxes, according | 
to a semi-annual statement issued 
by the company this week. | 

Net earnings amounted to $1,405,- 
003 for the first six months of 1942, 
against $2,492,281 for the first half 
of 1941. Domestic sales of the com- 
pany totaled $40,707,705, an _ in- 
crease of nine per cent over the 
figure of $37,481,591 achieved in the 
comparable period of °41. Com- 
bined manufacturing, selling and 
commercial expense was 12 per cent 


greater in the first half of this year 
than a year ago, while there was | 
no measurable increase in the aver- 
age selling prices of Armstrong 
Cork’s products between the two 


periods. 
The export division achieved the | 


highest volume of sales in its his-| Bing of “going full network’ at the very outset of 
tory, mainly because of increased | ; 
the new CBS discount plan 


business in Latin America. Demand 
from that area continues’ keen, 
according to the report, even though | 
transportation costs have been ma- | 
terially increased as a result of | 
shipments now clearing through 
South Atlantic and Gulf ports, in- 
stead of through New York, Phila- 
delphia and Baltimore as formerly. | 


Chrysler Corp. ... Lever Brothers ... General Motors . . . Chesterfields . . . Arm- 

Net profit for the first half of 
1942 declined to $8,770,005, from | » : ens ° ’ 
$20,974,843 for the same period of strong Cork ...Luckies...Wrigley... Philip Morris... Eversha p 


last year. Sales for the first six 


And up went ten of the smartest and oldest hands in advertising 


months of this year were $259,250,- ; : “Coca-Cola... Camels. : Dm on 
080, almost 50 per cent below the 
volume for the corresponding period : 
of 1981. With 14 different programs... 20 different time periods . . ; 
Bigelow-Sanford Carpet 

For the six months ended July 3, more than 9 hours of broadcasting on every station of the CBS 


net profit was $903,149. After de- 
ducting preferred dividends for the . 4 : : 

period, this is equal to $2.62 per network, these astute advertisers signal a new trend in radio— 
share of common stock. The War i 

Production Board has limited con- a trend that seems inevitable —“total coverage” of the vast CBS 

sumption of carpet wools to 25 per bans 
cent of the °41 figure, but the full ; 


impact of this curtailment will not nationwide audience through the use of every CBS station. 
be felt until the last half of '42. 


Eastman Kodak Co. 


ie tie OE atin taiies Sumo 12. The new CBS 15% net discount to advertisers using the full 
earnings were $7,462,336, compared 
with $10,460,425 in the 24 weeks network has added from 7 to 47 extra stations on each of 14 
ended June 14, 1941. \ 
U. S. Gypsum Co. programs at a fraction of the rate card costs. 


Net profit for the six months! | 
ended June 30 was $2,445,460, com- 


More important still—to advertisers, to us, and to listeners— 


| by making better programs available to more people... by extend- 


COLUMBIA'S | 
STATION =| 
FOR THE 

; SOUTHWEST |. 


ing equality of listening opportunity to all... full network broad- 


casting is increasing listening, increasing audiences, and thereby 


increasing the nationwide value of radio as America’s No. |! 


3 MORE HANDS GO UP! 
medium of information and entertainment. ~—and Lever Brothers adds 


three new programs as 


” : this advertisement - to 
¥ F 4 COLUMBIA BROADCASTING SYSTEM © “erwsircatcne. 
i urtiss Candy Co. and 
ee The Texas Company 
* WICHITA | 


i KANSAS 


Call Any Edward Petry Office 
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Repair Is Object 
of Bruce Company's 
Fall Campaign 
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ago, Aug. 19.—Aiming to help 
r dealers build a source of 
ue where new construction 
e has been curtailed by the 
yment, E. L. Bruce Company, 
his flooring manufacturer, is 
ng a campaign of two-color 
tisements to national maga- 
and business papers. The 
which will make its initial 
rance in September issues, is 
‘d to promote repair and home 
nization. 
Bruce 


company, largest 


. . | . . 
of hardwood flooring in the! home owners are still able to repair | room 


world, has previously put full em- 
phasis on new construction in its 
advertising, or has used a strictly 
institutional theme. This is the first 
time the company has advertised 
flooring for repair or remodeling 
work. 


Granted War Orders 


The company has been granted 
extensive war orders, most of them 
destined for war housing construc- 
tion. Much of its volume is ab- 
sorbed by these orders, and the in- 
dividual dealer gets very little of 
this war-born business. Although 
the government has curtailed new 
construction, except in defense areas 
(and in those the total cost of the 
\dwelling may not exceed $6,000) 


and remodel—within limits of $500 | 


for urban areas and $1,000 for rural 
homes. Since the remodeling of 
‘homes often entails the laying of a 
new floor, the opportunity for the 
‘lumber dealer in the Bruce cam- 
paign is obvious. 


Laid Over Old Floor 


A statement by H. C. Rush, 
Bruce’s advertising manager, called 
attention to the fact that Streamline 
|flooring may be laid directly over 
old floors, and — because it is pre- 
finished—such time and money- 
consuming practices as sanding and 


finishing the new floor are not re-| 


quired. Advertisements capitalize 
on this advantage, illustrations de- 
picting a family moving back into a 
in which a_ construction 


| worker is still completing a Stream- | 
| line floor. 
| Advertisements will appear in 
American Home, Better Homes and | 
| Gardens, House & Garden and The |} 
Saturday Evening Post. Full-page 
| space, tying in with the consumer | 
copy, is scheduled for architectural, | 
contractor and lumber dealer busi- 
|ness papers. The company also 
loffers dealers complete tie-in ma- 
terial, leaflets, folders, mailing cards, 
/newspaper mats and radie scripts. 
Ruthrauff & Ryan directs the ac- 
| count. 


| Meyer Gold Advertising Agency 
has moved its offices to 225 Rand 
Tower, Minneapolis, Minn. 


| 
Meyer Gold Moves | 


MODERNIZE 


OLD FLOORS THIS 
NEW EASY WAY! 


STREAMLINE 


‘ie ur awe 
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With new construction effectively cur- 

tailed, and with lumber dealers sharing 

little in war orders, E. L. Bruce Co., 

flooring maker, will stress repair and 

remodeling in a magazine and business 

paper drive, aimed at getting renova- 
tion business for dealers. 


| Wireless Equipment Now 
Under One WPB Division 
All wireless 
equipment 


communication 
requirements, civilian 
and military, have been consoli- 
|dated under the direction of the 
| Radio and Radar Branch of the Air- 
Craft Production Division, WPB. 
|Formerly two groups covered this 
| field: the Radio and Radar Branch 
|}handled military requirements, and 
the radio section of the Communi- 
leations Branch handled civilian 
| needs. The latter section has been 
transferred to the Radio and Radar 


Branch under the name, Civilion 
Radio Section. 
Frank H. McIntosh, who was 


chief of the section under the Com- 
munications Branch, will continue 
as chief under the Radio and Radar 
Branch under the name, Civilian 
Radio and Radar Branch, will head 
the augmented group. 


Regal to Bow on Radio 


Regal Food Markets will make its 
radio debut in Cincinnati Sept. 7, 
when the “Regal Dividend Club,” 
copyrighted feature show, opens on 
Station WCKY. Produced by Wil- 
liam F. Holland, the five-day, 30- 
minute program will feature drama, 
music, patter and telephone calls to 
award listeners with Regal mer- 
chandise and cash awards. 


Over 1,000,000 organized tenpin bowl- 
ers throughout the United States and 
Canada are starting their heavy fall 
and winter bowling schedules. Their 


various needs include the best in 
alleys, personal equipment and num- 
erous sundries. BOWLING is the 
major medium to carry your message 
to these sport enthusiasts. 


Boost your sales by contacting this 
huge market through an effective, 
consistent, advertising campaign in 


BOWLING. 


Guaranteed circulation 30,600 


| Write for detailed information 


_ Advertising Department, BOWLING 


The American Bowling Congress 
2200 North Third Street 
} Milwaukee, Wisconsin 
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Voice of the Advertiser 
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Overworking the Postcard 


To the Editor: We almost jumped 
out of Los Angeles County in| 
astonishment yesterday when we} 
happened to see a street car go by. | 
Not that a street car is so unusual 
even in unusual Los Angeles, but 
at first glance we thought it was 
advertising us on its side panels in- 
stead of itself. 

Closer inspection showed the 
poster in the accompanying picture. 
The reason for our confusion was 
a vacation booklet that we sent out 
a few weeks ago. Here’s a copy of 
that, too. We'll have to depend on 
the postmarks on the postcards to 
prove priority. 

We really are pleased as a con- 
ductor’s Punch at what we take for 
an extremely nice compliment, for 
nothing warms a sales promotion 
department’s heart as much as an 


some of its stuff and thought it was 
good. We hope that lots of our 
friends have a swell time riding on 
the Los Angeles Railway’s street 
cars, and then have a swell time 
listening to KNX when they get 
home, so that everybody will be 
happy all around.. 

Incidentally, I am sorry that I 
can’t send you one of the street cars, 
but we will be tickled to death to 
send a copy of the booklet to any- 
body who wants one. 

IRVIN BORDERS, 

Columbia Broadcasting System, 

Los Angeles. 


How About the 
Continuity Factor? 


To the Editor: Boys, Boys, Boys! 
Your naivete is out a mile. You 
amaze me! In Mr. Robinson’s ebul- 
lient article “Old Gold Sales Zoom 
on Wings of New Campaign” (Ap- 
VERTISING AGE, Aug. 10) no sales 
credit is given to the effect on the 4 
million plus cigaret smoking pur- 
chasers (at 25 cents per copy) of 
Reader’s Digest, who read and 
apparently believed the magazine’s 
article on the microscopic difference | 
in cigaret advertising claims. 

All credit goes to J. W. T’s quick | 
hitch-hike in newspaper and radio 
copy. 

Really now, boys, aren’t you be- 
ing a bit ingenuous? 

MILTON J. BLAIR, 


Sherman K. Ellis & Co., New 

York. 

[Editor’s Note: Mr. Blair, a sea- 
soned, skilled advertising practi- 
tioner, is saying, in effect, that a| 


one-time shot is more effective than 
the sales impact achieved by the 
repetition of a powerful story over 
and over and over again. We may 
be naive, but we still believe it was 
Old Gold’s aggressive exploitation 
of Reader's Digest prestige in 
proved advertising media, rather 
than the magazine’s own negative, 
smirking, editorial “expose” of all 
cigaret claims, that was chiefly re- 
sponsible for the boost in Old Gold 
sales. | 


v v v 

‘16 to 1°’ Theme Works 

To the Editor: On the front 
page of the Aug. 17 issue of ApvER- 
TISING AGE you describe the Esso 
“16 to 1” campaign. 
herewith our advertising piece 
highlighting a very similar theme 
based upon appropriate and logical 
circumstances. It features our 16- 
point sanitation service for the 
toilet room, with the headline, “16 
to 1—You Win!” 

This has been in wide circulation 
for the past two and a half years, 


I am enclosing 


indication that somebody else saw ¢ 
io 


ment is a reader’s forum. 


«97 6% IM SOUTHERN CaLiIFORNIAT 


currently being used in 


Letters are welcome. 


A POPULAR WEST COAST THEME 


| eeig Se 
= 


Note the similarity of themes in the vacation booklet at the left, sent out by 
Columbia Broadcasting System from Los Angeles, and in the street car side panel 


the West Coast city. 


trademark — “Protection Against 
Spread of Diseases” — “Raising of 
General Health Standards” — “Up- 
lift in Personal Hygienic Habits” — 
objectively sets forth the aims and 
purposes of this company’s business. 
Our main drive today and for some 
time past constitutes a concentra- 
tion upon industrial plants engaged 
in war production and, as our oper- 
ation is directly concerned with 
health conservation, thereby reduc- 
ing man-hour loss due to. sick 
absenteeism, we are making a 
vitally important contribution to the 
war effort. 
H. N. SPENCER, 
General Manager, Lien Chemi- 
cal Company, Chicago. 


Atthe Top " | 


To the Editor: I am happy to) 
notice from the columns of “Voice | 
of the Advertiser” that the South- 
western Retailer was not the only 
publication that gave top position to 
Old Glory on its July cover. Please 
see our cover attached hereto. 

This two-color job attracted much 


attention way down South here; the | 
taken | 


photo on the cover was 
by Bill Williams, and the young 
lady in the picture is Bunny Bekins, 
a Victory Belle of the USO whose 
picture appeared on the front cover 
of Life a few weeks ago. 

ANNABEL Hoyt, 

Editor, Southwestern Retailer, 

Dallas, Tex. 

6 9 
In Wrong Direction 

To the Editor: Mr. Gallob 
VERTISING AGE, July 27) and the 
other gentlemen since quoted in 
ADVERTISING AGE seem to miss one 
point about proper use of the flag. 
The “field”’ is considered the space 
below the usual publication title or 
masthead; otherwise, the title should 
come below the flag. 

There was ONE flagrant misuse 
of the flag. I’ve been waiting since 
June 26 to hear a loud outburst even 
in the daily press, but so far not a 
word. 

In “Domestic Commerce,” pub- 
lished by the U. S. Department of 
Commerce, the flag was shown with 
the shaft at the right, flag flowing 
to the left. The familiar “reversed 
negative” didn’t happen here. The 
eagle about to perch on the flag 
staff has its wings entwined in the 
title lettering of a one-color plate! 

But, an acquaintance of mine who 
is an ardent New Dealer insists 
there’s nothing wrong with the way 
“Domestic Commerce” used the flag 


( Ab- 


among completely diversified busi-| because “it’s been blowing to the 


ness establishments, institutions, 
etc., including, by the way, gas and 
service stations which, in the main, 
make a conspicuous play upon their | 
“clean and sanitary wash and rest 
rooms.” 

This advertising piece has at- 
tracted considerable attention and 
is productive of excellent results. 
It is generally looked upon as the 
outstanding presentation in the 
sanitation field. 


left for some ten years!” 
O. J. WILLouGHByY, 
Publisher, Refrigeration, At- 


lanta, Ga. 


A Vote of Thanks 


To the Editor: Nothing more is 
possibly needed to prove the cover- 
age, penetration of market, reader 
interest, etc., that ADVERTISING AGE 
enjoys in the field of advertising 
men than the great response which 


The inscription surrounding our 


came as an avalanche upon the pub- 


lication of the full page announcing 
our Victory Publicity Committee 


| metal salvage campaign. 
| We had a terrific bombardment 
‘of letters and telegrams almost as 
quickly as the issue hit the mail. 
|And best of all, the patriotic ob- 
| jective of releasing vital metals— 
|copper and zinc halftones, electros, 
etc.,— was given a big and successful 
impetus. 

Only the rush of clerical details 
that came in the wake of this in- 
sertion has delayed our sincere 
“Thank You” for this fine coopera- 
tion. The Affiliation is deeply grate- 
ful and our Victory Publicity Com- 
| mittee eternally indebted to ADVER- 
TISING AGE for this fine help. 
| PauL H. BOLTON, 
Chairman, International Affilia- 
tion of Sales and Advertising 
Clubs, Buffalo, N. Y. 

a ee 


Campaign Is Success 

To the Editor: I was very inter- 
ested to read the story in your Au- 
gust 10 issue, entitled “Erie Inde- 
pendents Open Barrage on Chain 
Competitors.” In this article, your 
paper refers to the Home Owned 
Food Store campaign which our 
company has sponsored. To say the 
least, your story is a truthful and 
clear interpretation of the facts of 
our attempt to organize some 475 
retail food stores in the immediate 
Erie area. 


a 


The campaign to date has beep 
very successful, due in a great part 
to the cooperation of the Erie Daily 
Times and its editor, George Meaq. 

PauL V. DWYER 

Vice - President, Firch Baking 

Company, Erie, Pa. 


a My 
Another War Song 

To the Editor: On Page 18 of your 
Aug. 10 issue, I noticed the letter 
concerning the war song writter by 
John L. de Brueys, Houston adman, 
and beg to differ with his fore ast 
that it will sweep the nation. 

Enclosed please find song ent: ‘ed 
“All Out!” which is in truth and ‘act 
the song the nation has been w iit- 
ing for. 

JAMES G. HENRY, JR., 
Montclair, N. 
. ie ee 
Speed Them Up? 

To the Editor: It is wondered 
how many of our readers have ad 
the very recent experience of gr: .d- 
ing slowly along the highway ‘ not 
over 40” in a bus. I had the exp: ri- 
ence the other day, my first bus : de 
in some years, and it wasn’t ‘oo 
pleasant as we went those morot- 
onous 100 miles from Los Angeles 
to Bakersfield on the first leg of ‘he 
journey to San Francisco. This »us 
trip ran in four sections, four 
vehicles leaving at the same time, 


Detroit Is More Than a 


Market— it’s a dynamic 


force, organized for victory 


And as such a force it spells an opportunity for far 
visioned advertisers who are looking to the future as much as 


to the 


present. 


Detroit today is a bigger city than any census report 


will reveal. 


1,730,000 comprise Detroit’s population, 550,000 
are factory workers, 660,000 will be by November. 


The 


hourly paid workers alone draw 29 MILLION DOLLARS 
weekly in wages. 


No thoughtful advertiser can overlook the implications 


of such tremendous buying power whether set in motion 


now or saved for future use. 


If you have anything to sell or 


a good name to uphold, tell Detroit about it through The 
Detroit News— the newspaper that has 63.8% coverage of 
the homes of Detroit. 


The Detroit News 


THE HOME NEWSPAPER 


Largest A.B.C. Recognized Home Delivered Circulation in America 


NEW YORK: /. A. Klein, Inc. 
CHICAGO: J, E. Lutz 
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A new wartime melody, "All Out!" bids 


for national favor. Words and music are 
by ©. Morse Smith and James Henry, Jr. 


| 


all spaced out on the highway about 
an eighth of a mile apart. 

“Look at those snails on up ahead 
of us,” said the very griped driver 


to me. “This isn’t the Santa Fe 
Trailways. It’s a Santa Fe ‘Snail- 
ways.’” 


“Here’s the way I size it up,” he 
added. “Forty is the prescribed 
highway speed for all highway driv- 
ing, so’s the motorist can save rub- 
ber. How does rubber wear? By 
heat and friction generated by con- 
tact with the highway. Well, then, | 
take a look at those big wheels of 
ours. Every time one of those | 
babies goes around it carries this | 
bus about 50 per cent farther than 
a wheel revolution on a passenger 
car. In other words, if 40 is O. K. 
for Mr. Public’s private automobile, 
60 is O. K. for the busses. And an-| 
other thing, the 60 miles per hour 
speed will release a lot of busses for 
transportation that can’t be supplied | 
right now.” 

I wonder if this has occurred to) 
those who have imposed the 40- 
miles-per-hour speed on the busses. 
Maybe some of our mathemati- 
cally-inclined readers will figure out 

t how many revolutions per mile 
passenger car wheel makes com- 


pared to a bus wheel and from that 
dope out the exact speed a bus 
should be permitted to travel. Of 
course several formulas could re- 
sult, but a 650x 16 passenger tire 


could be used for the 40-mile-per- 

hour standard and the bus speed 

allowance could be determined by 

the size of its tires, which evidently 

vary with different bus companies. 

ROBERT W. WALKER, 

Publishers’ Representative, San 
Francisco. 


STOCK 
PHOTOS 


Write for information —— 
about 


our catalog. 


KAUFMANN FABRY 


WABASH AVE... CHICAGO 


WHO Sells War Bonds 


Station WHO, Des Moines, Ia., 
sold nearly $350,000 in war bonds 
during a 20-day campaign, netting 
approximately $17,500 a day. Suc- 
cess of the campaign was attributed 
largely to a contest between the day 
side and the night side of the news 
department with Herb Plambeck, 
farm editor, as captain of the 
“Early Birds’ and Robert Burlin- 
game, night news editor, heading 
the “Night Hawks.” 


Named Ad Manager 


M. B. Grossman, formerly of Con- 
solidated Clothiers, New York, has 
been named advertising manager of 
Phillips - Jones Corporation, New 
York, maker of Van Heusen men’s 
wear. 


| gasoline. 


| If the untabulated areas continue 
| to report in the same vein, the likely 
transportation loss is in excess of 


NADA Reports 
One Million Cars 
|losses which have occurred during 


Are Out of Service ithe time elapsed since the registra- 


Washington, D. C., Aug. 19.—The | tions were recorded. The 1 
National Automobile Dealers Asso-|ords show 27,000,011 passenger cars 
ciation reported here last week that|and 4,551,726 trucks, a total of 
1,000,000 cars and trucks have been | 32,251,737 units, still in use. 
taken off the nation’s highways by | 
restrictions on car use, tires and Condition Worse in Future 
| In commenting on current trends, 

The NADA survey, which covers | the rubber committee of the NADA 
total registrations in 25 states and|said: “During a considerable part 
the District of Columbia for the year| of the year ended July 1, 1942, the 
ended July 1, 1942, shows a decline restrictions on motor transportation 
in passenger cars of 391,682, or 3.1| were of little or no consequence. 
per cent. During the same period | However, it is reasonable to assume 


He succeeds Edgar Wilde,| in the same area, truck registrations|that the next few months will 
who has resigned to join the Army.| declined 34,633, or 1.32 per cent. 


‘reveal a different picture unless 


| 800,000, to which must be added the | 


steps are taken to replenish tires as 
they wear out from use or deterio- 
rate in storage.” 


Urges Patriotic Theme 
Urging the use of the patriotic 


atest TeC-| theme for the 1942 National Wine 


Week, Oct. 11-18, the Wine Insti- 
tute, San Francisco, has appealed to 
retailers to tie in their displays with 
|'the “Buy War Bonds and Stamps” 
| appeal. 


ELEPHANTS KEEP AWAY 


We specialize in the problems of the 
small and medium sized advertiser. 


Exceptional records of results at 


sales cost 
THE YANKEE WRITING SERVICE 
An Advertising Agency for the 
Smaller Advertiser 
Guilford Connecticut 
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bridges strung together,”’ yet those “little bridges’’ make it 


The San Francisco-Oakland Bridge was once described as ‘‘nothing but a lot of little 


the longest structure of 


= ee re its kind in the world. 

ie - - oe —. - st: sh . . ‘ ~ J : 

-* - a a <a The unexcelled ability of WTIC to bring results in the Southern New England market 

oe re > ° ~ . . . ‘ 

* ee ene. is due also to a number of factors. For example, within this area the per family effec- 

2 - a ee er tive buying income tops the ratio for all the rest of the United States.* Add to that 

oe the power, authority and efficient service of WTIC and you have the finest sales 

é ~~ medium in the country’s most lucrative market. 

l,l > ; ‘ P F : — - 

“> -~< . i During the past seventeen years, the friendly, persuasive voice of WTIC has carried 
ee ee conviction into thousands of homes. This same voice can gain acceptance for your 

rm 


product in a manner to make you say 


THERE’S NOT 


* Sales 


DIRECT ROUTE TO AMERICA’S NO. 


ANOTHER LIKE IT! 


Management. April 10, 1942 


1 MARKET 


The Travelers Broadcasting Service Corporation — 
Member of NBC Red Network and Yankee N 


fF ee = | 
| 
: 
ee 
SS TET SI PTE 
| 
d ve: 
d : 
" : 
- SS nes 
e os 
0 i 
7 ; 
BS eis ; 
: i ' 4 we 
ur ‘ 
. \ T ANOTH li R LI 4) IT! Ly y : | . : 
. A a 
2 \ Fr. , * 
Ro ee . is \ or ~. oe 
. ae } wl ae _— t 4 
qj 1] Ma — - wut 
i , ai al a 
CT ee ' 
| , 4 y <a 
/ > \/ fsa , er 
4 / w. _ ae ¢ : 
: “j A 
4i y be vail 
°S y at 
: 46 By 
AG ae wo 
- a L__ _— > —_ ies 
* b : ~ ett am . ; 
Fi we ” an ak ee | rae 
eg aa’ - ” , 
n fi : se or - - 
“ | | | i / “eer a2 ee ee PO oe nas pee 5 EL aed 
2 { LASSIFIED PHOTOS | __ ma — tag e- =z ie 
AWWW ——— e 
" : | ie 
| a td 
if bal ff ' 
f a 
i 
| ¢ 
5 
ti ia Y 
‘ ; ' j 
= ; “4: 4 AY eS ne 
| = ei “a a pera pe: i ae he bee mee 
5 een Se . 
A ie Soa Pus pas : Sta oe 
a See Sinn / De Ree oe 
— Le - fen le. 
. oe pee BW : P 
Cr F %,., a 
+ | re | 
hee OS ra Cg? ae geet, org. Hae tee ONS ome age Oe: | PII, Bp one tapes. Ok. ees le: 
vig th SBS ey e Spe snc ee a ale RA Fi es 5% Gare a e par. io eS Se hy a id = ne, q ES Me eee 
‘ 4 me! “ ta ais 3 eae So a P xt s os *n : s 3 oo 23 ‘ NTS wi ae a me 1 * F as 


ar 


22 


Pe oe 


gee 


August 24, 1942 


| 
Drake Gets Soap Sponsor | 
Par Soap Company, Oakland, Cal., | 
is sponsoring Galen Drake and his 
philosophy and _ observations on 
matters pertaining to everyday life 
over the Columbia Pacific network 
at 1 p. m. on Tuesdays and Thurs- 
days. This program marks the 
renewal of Par Soap Company’s 
advertising and packing of its gran- 
ulated soap, which was interrupted 
by a fire at the company plant last 
May. Tomaschke-Elliott, Oakland, 
is the agency. 


Joins Jam Handy 

William A. MacDonough has re- 
signed from Graybar Electric Com- 
pany to join the Jam Handy Organ- 
ization, Detroit. 


“Doggone! I forgot to include | 
WFDF, Flint, Michigan on my | 


list.” | 


Ottawa Merchants 
Reach 8/-Page 
Goal for Drive 


Messages to Support 


All Phases of U. S. | 
War Effort | 


Chicago, Aug. 19.— The Illinois 
State Council of Defense praised 
Ottawa, IIl., industries, retailers and 
newspaper executives this week for 
a cooperative advertising campaign 
which might well serve as a model 
for other U. S. communities in all- 
out support of the war effort. 

According to Robert Tieken, | 
chairman of the council’s salvage 
committee, more than 180 compa- 
nies and stores have subscribed a 
total of 224 inches per week, to 
appear in the Ottawa Republican- 
Times, with the newspaper con- 
tributing an additional 25 per cent 
of the total to raise the linage to 87 
pages during the next year. Full- 
page messages, which recently got 


| 


under way, will carry the story of 
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GET TO WORK ON THE WAR PRODUCTION 
ASSEMBLY LINE IN YOUR HOME... 


Lady, Don't Throw Out That Grease! 
It'll Make Gunpowder to Stop the Japs! 


~O 4 


SAVE WASTE os 4 TO MAKE EXPLOSIVES 


These are two of the first of 87 full pages to be published during the ensuing 

year by Ottawa, Ill., firms cooperatively supporting the war effort. War bonds 

and stamps, iron and steel salvage and kitchen fats salvage were played up in 
opening ads. 


war bonds and stamps, of salvage | 


needed for war—rubber, iron, steel 
and all scrap metals—of waste 
kitchen fats and other vital com- 
munications to the public during the 
year. Nathaniel Leverone, state 
director, and Ben Regan, executive 
secretary for Illinois, WPB Bureau 


of Industrial Conservation, said this 
example of cooperative § support 
would be cited as a mark for other 
states to shoot at. 


Names War Editor 


In the firm belief that newspapers 
can play an effective part in the war 


"(WITH HONORS) 


NEW HAVEN israes tne Zi 


TEST MARKET in the U.S. 


2nd IN NEW ENCLAND 


Factor 
Factor 2 ( 
Factor 3 ( 
Factor 4 
Factor 5 ( 
Factor 6 
Factor 7 
Factor 8 ( 
Factor 9 ( 
Factor 10 


ore 


1 (MEDIA) 


INCOME) 
POPULATION TYPES) 


(BUSINESS FLUCTUATION) 


RETAIL OUTLETS) 


(TYPES OF INDUSTRY) 
(ISOLATION SELF SUFF.) 


RETAIL SALES) 
COMPACTNESS) 


(MEDIA CO-OPERATION) 


‘This Independent Survey Is from 
SIXTY TEST MARKETS 


A project sponsored by the Providence Bulletin with 
the Ross Federal Research Corp. in charge of auditing 


77.2 
82.2 
94.6 
82.5 

100.0 
76.7 

100.0 
81.7 
63.0 <emmou: 

100.0 


eae 


The New Haven Reaister & 


Pardon Our Low Rating. 
We believe in spreading 


surrounding Connecticut 
towns. 


coverage over 31 


picture by keeping readers wel! in. 
formed and by assuming leaders)hjp 
in crystalizing public sentiment, the 
Republican-Times management 
about two months ago named a «pe. 
cial war editor, James C. Thomson. 
with the full-time duty of hand ng 
local news, publicity stories and pic. 
tures in connection with the var oys 
local drives. In addition, he han jles 
publicity for USO campaigns, stories 
on advantages of enlistment in the 
various branches of the armed s«\- 
ices and news about Ottawa me). in 
the service; and works with |: <a] 
salvage committees. In one pn. 
stance, he checked with every mat 
shop and all meat department: of 
grocery stores to learn which © es 
were displaying posters and ot}. r- 
wise cooperating in the fats saly ze 
campaign. 

The newspaper’s advertising « e- 
partment enlisted the cooperat >n 
of local advertisers, 30 of wh m 
devoted their entire insertions to 
the sale of bonds and stamps or 
the recent “Retailers for Victo: \” 
day. 


Turn-Downs Few 


Outstanding achievement of ‘ie 
advertising department, headed jy 
Edward J. Kelly, has been persu: (- 
ing more than 180 local busines. es 
of all types to join in the series of 
cooperative pages. Every type of 
concern was called on, and ite 
number of refusals was surprisin; \y 
small. 

Each establishment was asked to 
pay for one inch of space per week 
for not more than 12 months, as 
part of the weekly page. Adver- 
tisers were told that they would not 
receive a column inch of space on 
the page, and that it would have 
little commercial value, since each 
name would be listed in not lars 
than eight-point type at the bottom 
of the message. A number of larger 
stores and industries volunteered to 
take more space, and a maximum 
of five inches was set. 

In all, the drive will use 203,840 
lines during the ensuing year, with 
pages devoted to current phases of 
the government’s war effort. Names 
of the subscribers, in alphabetic 
order from Adams Drug Store to 
Yellow Cab Company, appear in six 
columns of small type at the bottom, 
with this explanation; “This adver- 
tisement is a contribution of these 
Ottawa business firms to America’s 
all-out war effort.” 


Smith is News Chief 


Paul C. Smith, editor and general 
manager of the San _ Francisco 
Chronicle, and recently a lieutenant 
commander and press officer in the 
Navy Department at Washington, 
has joined the Office of War Infor- 
mation as assistant director of the 
domestic branch, and chief of the 
news bureau, succeeding Robert 
Horton. Mr. Smith was _ granted 
inactive status in the Navy so that 
he might join the OWI. 
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“Clipped to Pieces” 
For Advertising Ideas 


“My copy of ADVERTISING AGE is 
usually clipped to pieces,” said a top- 
flight advertising executive whose im- 
pressive income tax is the result of his 
ability to create profitable ideas. 
“Material from AA keeps my personal 
file bulging with information which is 
constantly used to stimulate my think- 
ing on problems of advertising and 
merchandising crying for solution 
right now.” 

This comment was interesting not 
because it was new, but because it sug- 
gests the broad significance of the kind 
of information we publish to the man 
who has to find a new and better way to 
do the old thing, or an effective way 
of doing something entirely different 
from what he has been doing before. 
And at present that is likely to be the 
most pressing problem for everyone. 

Our definition of news encompasses 
everything which represents a depar- 
ture from conventional practice. Thus 
new products, new copy appeals and 
new marketing methods make the news 
columns just as regularly as news of 
changes in personnel, in agency 


appointments and in media. Our 70 


editors and correspondents are always 
on the look-out for new ideas in any 
department of advertising or merchan- 
dising, and that is why our readers are 
constantly stimulated by first-hand re- 
ports of worth while ideas that have 
been put to work by the other fellow. 

We don’t classify every story nor try 
to narrow news significance in terms 
of special interests, because its mean- 
ing varies with the thinking of every 


reader. A new merchandising campaign 


means one thing to a competitor in 
the same industry, perhaps something 
entirely different to an executive in 
another field. It takes on significance 
for every reader in proportion to his 
ability to interpret it in the light of his 
own experience and problems. 
Readers of ADVERTISING AGE learned 
long ago that our coverage of news is 
as broad as the interests of executives 
in every phase of advertising, distribu- 
tion and marketing. Our kind of news 
is news of men and ideas, methods and 
media. Its value is limited only by the 
reader’s range of interests and his 
ability to adapt new developments in 


one field to the needs of another. 
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Musicians’ Union Tells 
Story in Chicago Ads 


To explain its position in the cur- 


rent battle with transcription and| 
recording companies, the American | 
1! 


Federation of Musicians took ful 
pages in the Chicago Herald-Ameri- 
can, Sun and Tribune Aug. 16, a 
spread in the Chicago Times of the 
same date, and a page in the Aug. 
17 Chicago Daily News. 
Reproduced are interchanges of 
letters between James C. Petrillo, 
AFM president, FCC Chairman 
James L. Fly and Elmer Davis, di- 
rector of the Office of War Informa- 
tion, reiterating the union’s stand 
against the making of records or 
transcriptions for radio and juke 
box use. 
decided whether to schedule similar 


copy in newspapers of other major | 


cities. 


Diamond Heads Sales 


James H. Diamond has_ been 
placed in charge of Western di- 
vision sales, advertising and promo- 
tion efforts of B. Cribari & Sons, 
Madrone and Fresno, Cal., producer 
and bottler of California wines. 
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BIRMINGHAM MONTGOMERY MOBILE 
REPRESENTED BY HEADLEY-REED CO 


‘Appliance Makers 


Union officials have not} 


plants, though rushing with war'| 
orders, are advertising and making 
'full use of promotion; and are keep- 
|ing engineers busy designing prod- 
ucts which will offer new conveni- | 
ences and efficiency. 

Manufacturers and_ distributors 
now have 575,000 electrical refrig- 
erators, frozen and under govern- | 
ment control, Mr. Clark estimated, 
and the WPB will ration this sup- 
Urges Dealer Support ply to various government agencies. 
of Manufacturers’ Approximately 65,000 _ electrical 
ranges are available, with lower- 


Wartime Service Copy priced ones frozen for government 
agencies and higher-priced units 
available to the public on certificate 
of necessity. Manufacturers have 
virtually no stocks of other appli- 
ances, but distributors, dealers and 
utility companies are believed to 
have enough small appliances to 
supply reasonable demands for the 


Cling to Market, 
Clark Declares 


San Francisco, Aug. 18. — By 
maintaining all advertising and pro- 
motional activities that can “prop- 
erly be used” in wartime, the na- 
tion’s manufacturers of electrical 
appliances are building toward a 
boomtime post-war market, Bonnell | 


|W. Clark, vice-president in charge | remainder of 1942. 
lof sales of the Westinghouse Elec- | 


tric & Mfg. Company, declared in | Suggests Guideposts 
a speech here during the recent Fall 


Market Week at the Western Mer-| Since the industry - “out of busi- 
ee BE iness” for the duration, the West- 
chandise Mart. 


While the manufacturing of ities er ee pdm 
trical appliances is over for the | he ew ge tor of readjustment | 
duration and until plants can be put | to ] aekiee onniitioss aieent take | 
a =~ — - evga them, | ace after the war but it should 
Mr. Clark as optimistic over the | he no more difficult than the recent | 
emus of Me meary 26 o whole. adjustment to wartime conditions. | 

Three million electrical refrigera- | “Second, the people of a nintvlinine | 
tors alone were made and sold in| ad on : aad t pesos” t 
1940, about half of them for replace- bene baer _ going : 2 oe ee 1a 
ment, he said. Potential post-war | SUC ile 7a oe ae ae “~~ 
volume hits an astronomical number | aie i: gO aay? ry am 
if to the annual replacement figure | {7* : f lif sania th a 8 t 
is added four million other units |) U"8S Of e—an + a 
ready for replacement at the end of 


have them,” he said. 
the war because they can not be | Third, there should be a return 
obtained now. 


to free enterprise, “but we face a 

/continuance of government control, 

Points to “New Rich” if free enterprise fails to meet the 
As other encouraging factors ne | needs.” 

cited belief in a horde of “new 

rich,” today’s busy war 


| 
Fourth, the pent-up demand for 
workers | the goods of peace will be unprece- 
who will demand a new, higher|dented and the means of their pro- 
standard of living; the vast supply|curement stupendous. “The rich | 
of electrical power that will be|may be gone, but there will be a| 
unleashed when war manufacturing) horde of ‘new rich’ clamoring for 
ceases; and present plans to organ-jour goods,” he declared. 
ize the peace quickly and efficiently Lastly, “the victorious nations will 
when it comes, to prevent “another | police the world and will help to 
scourge of unemployment” in fac-|rebuild it for the attainment of a} 
tories. |reasonable world-wide standard of 
Keeping these things in mind, Mr.| living and of security.” 
Clark said, the manufacturing! Consumers are using today an} 


—-~— _Aeeniaseeneaenneeaaiiaens on seme ee 
—_— July — — % Gain — lst 7 Mos — , 
1942 1941 or Loss 1942 1941 . 
Food Chains Ss 
OS Peer re $ 3,770,563 $ 2,844,868 +32.5 $ 27,756,318 $ 19,641,132 
*Kroger Groc. & 
en. Geis cadudse 29,704,570 23,387,762 + 27.0 196,785,601 155,417,326 
7National Tea 6,702,576 5,363,170 + 25.0 $8,697,998 35,897,836 
rer 46,529,555 37,199,463 + 25.1 321,633,967 250,115,226 
Group Total.....$ 86,707,264 $ 68,795,263 + 26.0 $ 594,873,884 $ 461,071,520 
Mail Order 
tSears, Roebuck... 61,597,319 72,869,575 15.5 413,084,007 428,367,630 
Spiegel TTT TT Tir 1,730,862 2,752,081 —37.0 22,772.33 27,095,100 
tMontgomery Ward 42,520,745 48,304,952 12.0 298,089,594 
Group Total.....$105,848,926 $123,926,608 —14.6 $ 729,044,036 $ 753,552,324 
Drug Chains 
MN s2estseans $ 830,906 $ 740,871 +12.1 $ 7,740,086 $ 7,322,257 
a re 2,630,952 2,240,405 +17.4 17,529,358 15,001,716 
reer rere 8,419,227 7,106,954 + 18.5 54,115,339 46,998,482 
Group Total.....$ 11,881,085 § 10,088,230 + 17.8 $ 79,384,783 $ 69,322,455 
Variety and Miscellaneous 
Bond Stores ......$ 1,868,164 $ 2,106,782 —11.3 $ 
Butler Bros. ...... 9,604,293 8,954,315 + 7.2 
a*Colonial Stores, 
Ine ea , 5,794,845 4,061,906 + 42.6 
Consolidated Retail ‘ 
Stores oe . 813,894 bs ‘ 
Fishman, M. H 477,878 ‘ 2, 
Grant, W. T... 10,440,769 8,7: 6 5, 
tGreen, H. L... 4,480,892 3 0 4 ’ 
Kresge, 8S. 8... 14,609,076 12 0 a. { 
Kress, 8 a 8,733,426 7, 2 ‘ : 
tLerner ae 5,085,869 4, 3 29, 
McCrory .....- 4,503,824 3,$ 1 0, 
tMcLellan Stores 2,368,416 2 5 3, ‘ 
Murphy, G. C 5,775,238 4,97 2 38, 9 
Neisner Bros. 2,530,438 1 7 5.§ 4 
Newberry, J. J. ‘ 5,773,762 4 2 3i, ’ 
Penney, J. C... 34,682,840 26, 7 35,2 61 
Schiff Co ee 1,705,231 1, 3 10,499,705 8,692,924 > 
Sterchi Bros... 355,295 6 3,100,288 4,321,985 
Western Auto . 4,679,000 6,598,000 29.1 33,648,000 36,815,000 
Woolworth, F W 31,705,460 28,398,049 + 11.6 216,603,708 187,433,000 
Group Total ..... $155,988,600 $134,157,254 + 16.3 $1,069,722,949 $ 880,043,658 16 


Combined Total. .$360,425,875 $336,967,355 + 7.0 $2,473,025,652 $2,163,989,957 
+Four weeks and 28 weeks 

tSix-month period. 

*Ten-month period. 

aFour weeks and 30 weeks. 


estimated 216 million electrical |only an opportunity for profit, but 


‘appliances and hundreds of millions | an investment in the appliance busi- 


of dollars have been spent in pro- | ness of tomorrow, he continued. 
moting the idea of electrical living, | “You will have to give just as much 
Mr. Clark said. Those appliances|serious thought and care to that 
must be kept working, to keep faith | department as you have in the past 
with people who bought them and | to your appliance sales department,” 
to retain the idea of electrical living.|he advised dealers. “If you do, 
“If you think back to the long | many of you can maintain your 
struggle of selling just the idea of | service on a profitable basis and can 
mechanical refrigeration,” he said,|build a great asset of customer 
“you will get some measure of what acquaintance and good will for the 
it will cost to resell an ice user | future.” 
who has gone back to ice because Utility companies and manufac- 
her electrical refrigerator has gone|turers are already in the field with 
back on her; of the vacuum cleaner | practical programs for service and 
idea to the woman forced back to|repair of appliances now in use, Mr. 
carpet sweepers and brooms.” Clark said, and dealers should iden- 
Appliance dealers should retain tify themselves with these industry- 
service men, since the service and | Wide activities. Another opportunity 
repair department represents not| is to tie in with the nutritional edu- 
cation work now being heavily sup- 


Ww 


Another Renewal For 


If you agree there's only one yardstick in Radio... 
Sales at a profit 
ability to produce. The wire above is only one of 
dozens of examples in our sales record. Write to 
WFBR, Baltimore, for rates. 


CALL JOHN BLAIR & COMPANY ...NATIONAL REPRESENTATIVES 


se ported by the manufacturers. 


Salem Buys Tolerton Co. 
Salem Engineering Company, 
Salem, O., has purchased Tolerton 
Engineering Company, Youngstown, 
O. The Salem Company will main- 
tain the offices of Tolerton Company 
at 813 Market street, Youngstown, 
operating it as a subsidiary com- 
pany. This new _ division sells, 
manufactures and _ installs locker 
storage systems, fast freeze units 
and air conditioning and refrigera- 
tion units. O. R. Tolerton, for- 
merly president of the Tolerton 
Company, has been named manager 
of the new air conditioning and 
refrigeration division. 


...+ you'll be interested in WFBR's 


SYNDICATE STORE 
MERCHANDISER 
79 Madison Ave., New York, \ *- 


asser 
their 
other 


In 
the t 
ment 
J. Le 
ton 
says 
tion, 
busin 
intere 
guara 
full ; 
incom 
a prox 
antee 


The | 


en 


— 


= = | a ~.. bs Ae pee 
5 
cay - F 
: oe - 
sr | 
ae ee 3 
a. a u 
: | Seat sees as 
Pind w 
when re 
ge of 
Ir 
Socie tol 
: re —— aci 
=i sie Ha 
; thi 
me - ins 
i to 
. 
ie : pre 
; in 
ews , tha 
mt 7 
is etter Mar et é. 
Alabama's nding power exp 
Z extends the ¢ the state and o 
. payrolls are rd figures: es 
3 diff 
: ——— 1.3 ; 
¥ Better Covera5e EL 
™ : tr’s the whole state of Alabam@ cena ee 
Te and parts of Six others when acne anCGaeennmeneiee farr 
' Baan: you use the ALABAMA TRIO to wan bor! 
a a. 5 carry your messaze- peo 
aa ° forn 
io Better Price | i 
= Fl s "9 pette te—and Ten: 
Pe | : Yes. coe © age -% pi ALA ser\ 
i. BAMA TRIO. Save a full 10% al 
et ae when you use all three! on 
a at 2 
eas a W 
ee the | 
ee | mar! 
ee t 
ee, a 
reo 
' —— | 
= B ° 
Lee a 
for RE. zm 
* uaa BY piRECT WIRE FROM “a “SYMBOLS ag 
a ne . 
- I yi — : 
ere cue © « full-rate yer sven TE - Hoove 
fe Teleg™, cy 4 Ye Deters OS —— trol a 
Fameg character is in wut Cable Nieh* Lewer, 
. dicated DY ® suitable po a eee ee a7 
— Ppt nal a ™ wit LiamMs news ome OA ane atneeens eer” { des’ marion 
4 pacsiot wT - nan ; ip TIME pint o had S See 
Fre Blin = ee and day jerters & STANDARD TIME a port of origi Time of receipt st ANDARD at Pp | 3 
‘3 go Wh wer 16. 7 a ' 
BaT+s g=WU% CHIC st | | 
> A aH UILGARNT ERS parge 
a apo STAT on WFBR qited 
5 BALTO= A u 0 fp 
* : T ’ la | 
% RETEL AGENCY REPORTS pr ELLIS wit CONT WNUE wi THOU | C i ycu 
o 4 
se INTERRUPT \ ON= ‘ yn the 
. 4 le D 
& (= 
4 PAUL gare (247 i) | Mp: | 
7 4 /’ Pp 
A | slag ae Hf tee 
r¢ | ~ Mad =. te WW), 
> = re 
: er wa | i rips | ————— j 
ee 0 ae ra i \ = 
Pat See cis tae Wee oy yee = UREN la } 
ee f ‘tf a 2 Pigs ee I 
> oe my at Pi oe ee me Me Arey ae Po 
a * Ors ae Se ie coe 
a ae Yo ne REA ae meee 
, Se : . A dal - ions pa 2 = ” : i - ‘ 
fest ae Biko ie ah a6 
4 ‘an Whe Reale a ee: Po 
os ae af ree = jot gett or * ?, . Wits K 
ay, tee Png Hees Tay eta eet 8 
a ‘ ar oe : Bae se ee 
re: a , F c * tas ao Pe ‘el Pro j 
. rile. te i ok a 


August 24, 1942 


ADVERTISING AGE 


25 


, _«, : 


— 


Post-War Planning 


How Business and Industry Is Preparing 
for a Peace-Time World 


world trade importance, according 
to J. Seward McCain, Business Pub- 
lishers, International Corporation, 
writing in a recent issue of D and W. 
Lend-lease, he says, can keep for- 


Taylor Named President (Lavin Named Manager 


E. S. Taylor, director of the em- 
ployes’ suggestion system of The 
Pullman Company, has been elected 
president of the National Associa- 


Barney Lavin, for the past six 
years sales manager and assistant 
manager of WDAY, Fargo, N. D., 
has been promoted to manager of 


eign trade alive and healthy and | tion of Suggestion Systems. This| the station. Mr. Lavin will continue 
= Edited by RALPH O. McGRAW largely under our control until newly-formed organization has been | to direct sales. 
The Post-War Market backward areas such as Africa and |emergency methods are no longer | placed on a permanent basis. Other 


in the South 


Malaya. Others suggest a World 


udy of the trend of Southern | Development Corporation to aid the 


necessary. 


officers are F. A. Denz, United Air 


Lines, secretary, and H. C. Marma- 


Garfinkel Names Miner 


A st : dous | Weaker states and areas in indus- | a Guke, _Ulinois Central Railroad, sala aeakudiay ceameaioe ot Side 
- peng Rag lag mete trializing. WPB Advances Vaniman OnnINee. | ney oo Advertising Agency, 
pos é , -Or » De — , ie acne " . San Francisco. 
wire, roofing, siding sheets and tive manager of the African Devi. | Heads Creative Services 
relat: 1 items, LeRoy ronda ar The immense production capacity sion, Chrysler Corporation, Detroit, Fred P. Kirby, with the creative | 
of saes promotion, Tennessee a that will be released for implements |@Md recently assistant chief of the department of the Saturday vion MAILING SERVICE 
Iron * Railroad Company, recently lof peace when the United States @Utomotive branch of the War Pro- Press, Toronto, has been appointed | : ‘ a 
told the Mobile Rotary Club, | ceases to be an arsenal. and the duction Board, has been advanced| manager of creative services. E. Multigraphing — Filling-in 
according to a report in Southern | huge merchant Geet that wilt be to chief of the branch. He succeeds Orme Payne, art director for the Addressing—Mimeographing 
Hardware for August. To develop). ciaple for hianion. dehaitely Ernest Kanzler, who has been) past 10 years, has left for active 
this future market, the company has | ace this oieetes th stag appointed deputy chairman for Pro-| service with the Royal Canadian THE LETTER SHOP, Inc. 
instituted a comprehensive program |?“ ' y im the center of! gram Press, WPB. Artillery. 440 S. Dearborn St. Wabash 8655 
to assist Southern farmers in find- 
ing markets for diversified farm 
products in order that farm labor 
in that section of the country may | 
. than 1,000 hours per year. ° 
The Southern farm laborer has . 
. been limited to 1,000 hours per year, 
expliined Mr. Holt, because of lack HERE’S WHERE MANY OF THEM WOULD BE BUILT 
of markets for products of his labor. 


iermore, farm owners have had 
difficulty in financing a diversified 
program. Southern bankers are 
gradually becoming more helpful. A 
farmer in Mississippi, for instance, 
borrowed one dollar in 1939 to buy 
one Boysenberry cutting from Cali- 
fornia; this year he sold cuttings for 


Furt! 
The Henry J. Kaiser proposal to solve America’s world-wide 
shipping problem, by building 5,000 giant cargo planes a year, 
has electrified the nation! Many of these planes would be built 
in the Kaiser shipyards in the area served by The Oregonian. In 


ut 
A sella as aan the meantime, capable management, cooperative labor, and favor- 
ch service has sold in Birmingham able conditions are making it possible for these yards to establish 
at alone 1,500 quarts of the berries 
is at 20 cents per quart. unheard-of shipbuilding production records. 
t.” With this trend and the develop- 
lo ment of light industries throughout 
ur the South, Mr. Holt foresees a rich 
an market in that section of the coun- PP a 
er try after the war. The buying 
the power is being established through 
the purchase of war bonds, he 
1C- asserted, against the time when 
ith their holders can buy steel and 
ind other products for farm and home. 
Mr * * * 
en- In a series of articles analyzing 
ry- the thought of business and govern- 
ity ment leaders on post-war problems, 
du- J. Lacey Reynolds of the Washing- 
up- ton bureau of the “Chicago Sun,” 
says the National Planning Associa- 
tion, composed of government and : 
% business leaders, advances a most ae 
any, interesting idea in its “marketing 
rton guarantee program,” to maintain 
Wn, full production and high national 
ain- income after the war. Under such 
pany a program, government would guar- 
own, antee private enterprise a market 
om- for all it can produce, by buying its 
= surplus much the same way it now 
units buys up farm surpluses. 
yera- He also says former President Changing shift at the shipyards. As the crew in the fore- 
for- Hoover proposes international con- ground goes off the job, the new crew comes on. This pic- 
om trol and development of the world’s ture shows only a small portion of the Kaiser operation. 
nage 
and 


Pretty, aren't 
they? These are 
Kaiser-built, 
10,000-ton 
Liberty ships. 


= * + aA. 7 «ql 


The Kaiser plane-building proposal proves again that the 
prosperity of The Oregonian Market is more than a “for- 
the-duration” proposition. The combination of vast and varied 


natural resources, low-cost electric power, and ideal working 


conditions assures this region of permanent and increasingly 
important development. For the advertiser there is The 


Oregonian—the only Portland newspaper which provides area- 


This is The Oregonian Market—Oregon and the seven Columbia 
river counties of Washington—a region of 105,000 square miles. 


THE OREGONIAN 


The Great Newspaper of the West « Portland, Oregon 
“More than a city news paper—a tradition in the Northwest and a part of the life of the region.” 


REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 


wide market coverage. 


PRINTING 


The FAITHORN CORPORATION 
employees have subscribed 
100% to United States 
War Savings Bonds 
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‘O Third of Sets lvaried less than seven-tenths of BACK TO NORMAL RADIO LISTENING SHOWN | 
ad . get gin oo of 700,000 completed} . _ | RELATION OF Amount OF Rapio LIsTENING IN 
— gi v Avenace Ratives or Nicutaime Network Proceaams* 
Average Evening interviews in 33 radio network | (2xp Quakren 1941 vs. 2vp Quanten 1942) GASOLINE-RATIONED Cities vs. UNRATIONED CITIES 
: \cities during the year ending April 1941 1942 : 

Audience—CAB 0, “contirmed “that listening was | 2Pmtoutesta ei, ie 1p Rationing After Rationing 

New York, Aug. 21.—One-third of | highest on Sundays, approaching 40 | #4 Hacnendbeihnnstadh bine <i. Week of Week of Week of Week oi 
all radio sets are tuned in to some | Per cent, gg oP gi hoae on egy he ' May 6-12 May 19-26 June 3-9 June 17.23 
broadcast during the average eve- Monday led other weekday eve- a a a oa ee , . oa aia eae ati | 
rio half aie” meshed during the|nings, the CAB reported, although hme sch tlds, tesa ' Unrationed Cities 17.8 182 17.3 15. 
winter months these figures were influenced by the (2p Qusnten 1941 vs. 2vp Quanten 1942) Rationed Cities 16.6 2 J 5. | 

This yardstick of radio circula- peak CAB ratings of 63.3 and 83 per re ee oe ieee 1% Months After Rationing | 


tion was set forth in the annual re- 
port of the Cooperative Analysis of 


cent credited to President Roose- | 
velt’s “Progress of the Nation’ and | 
“Bill of Rights” reports. 


10 Programs broadcast both M 5A 5.6 


48 Programs broadcast both June- 5.6 5.2 


have gone to considerable effort to 
provide warm lunches for workers 
in plant cafeterias, and in others 
food is provided to supplement the 
lunchboxes. 

Dr. Mayers reports that her divi- 
sion, in a survey of 570 defense 
|plants in the state, found that 412 
employing more than 160,000 work- 
ers, were without any eating facili- 


Prior to Rationing 
Week of May 6-12 


Weeks of May 19-26 a 
June 3-9 and 17-23 


CARDBOARD | 


DEALER-CONSUMER PSYCHOLOGY 
> COMBINING CREATIVE TALENT, 


NGENUITY AND 


ties whatever. Even where good 
cafeterias exist, she says, this P W 0 D J CT | 0 x a A 
“apparently does not insure an 


adequate lunch.” One reason is that 
“it is impossible to provide an ade- 
quate lunch for the 30 cents work- 
,ers are willing to spend; they will 
not spend more.” 

Plants do not provide enough 
} time for the meal, and where work- 
,ers are permitted a choice, “they 
buy more soft drinks than nutritious 
food they need education in 


--TO PRODU 


CE DISPLAYS 


LOADED WITH SELLING POW R 


-_ 
ei ms selection of foods.” <A special state 
| legislative committee, investigating 

a Atl the problem, recently made the 


\ 


is 


pW 
\» 


DAY FARGO, N.D. 5000 WATTS-NBC 


AFFILIATED WITH THE FARGO FORUM 


i» 
\ \o FREE & PETERS, NAT'L REPRESENTATIVES 


same point. 


Hit “Soft Drink” Lunches 


Dr. Mayers lists among seven 
|reasons why cafeterias do not neces- 
sarily guarantee that an adequate 
lunch will be served is that “food 
tables now circulating through 


|plants have in general, sandwiches, | 


milk, coffee, desserts and _ soft 


drinks” and that “workers choose | 


| 
| 
| 
| 
| 


MERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION 


Kill 


Broadcasting, released today. It is| a r Unrationed Cities 17.8 17.1 
based on reports for the 1940-41| Per cent of listening during the C. A. B. Iypex oF Lasrusise Rationed Cities 16.6 15.9 
season and the 1941-42 season in|@verage half hour evening period | _ 19H 1982 atione i 
seas < . : ~<a + | NIGHT ° . ° . . . . 
which figures for average listening |°" each day of the week was: Sun- April 28.9 27.5 The first six weeks of gasoline rationing failed to stimulate radio listening, acco: d. 
day, 38.6; Monday, 35.0; Tuesday, May 27.4 27.0 ing to these figures from the quarterly report of the Cooperative Analysis »f 
|33.8; Wednesday, 31.9; Thursday, June 24.4 23.1 Broadcasting. Rationed cities were Boston, Providence, Hartford, New Y k 
34.2; Friday, 29.7, and Saturday, | Da Philadelphia, Baltimore, Washington, Atlanta and Syracuse. Unrationed ci: .s 
27.3 Ape 154 134 were Rochester, Pittsburgh, Buffalo, Cleveland, — psa wag ms se ig © | 
T -epor ras iss .. 0 Louis, Des Moines, Kansas City, Minneapolis, St. Paul, Omaha, Louisville, M: 
boinend Ren gute ee apg re + - phis, New Orleans, Dallas, Houston, Oklahoma City, San Francisco, Los Ange 
governing committee of the CAB, | ’ Portland, Seattle ond Spokene. 
which includes representatives aP-| Radio listening, which reached new | ——- _—~w ae 
|pointed by the Association of Na-| peaks in p el February and March, | Set-Owners HEARING ONE on More News Broapcasts 
tional Advertisers and the Ameri-| leveled off ot Hy Ratt — (Based on Wednesday nights—2nd quarter of 1941 vs. 2nd quarter of 1942) } 
can Association of Advertising| second quarter of this year, according 
Agencies. to a special report of the Cooperative Aes" + ~—e.. 9 ee. 
Analysis of Broadcasting. . +a = — a 
: 9 1941 19 
Rene Rie Hew Show een | an ox am de ak ak ae 
Roma Wine Company, Fresno, H f S ft f) k pri “. (7) -2 Jo O90 -1 To -O%o O70 
j ern counties within its .1 Mv m |Cal., has introduced a new 15-min- | $ 0 . rin | May 21.5 22.8 9.6 12.0 18.1 18.2 
y* _ (d) line; Birmingham sta. 'B” jute radio program, “News, Faces | June 20.3 26.6 8.5 12.3 6S ° SA 
si “92 and Places,” which is scheduled for ' _ —— 
a ao 23. five days a week over all 16 sta- Lunches of War | Average 22.8 25.1 9.6 12.2 16.9 17.) : 
4 tions of the Mutual-Don Lee _ Jan.-Mar ‘a 
= work. The program originates a oo , 
| KFRC, San Francisco. McCann- Average 26.8 32.2 11.2 16.2 18.4 21.6 . 
.: Erickson is the agency. an mp oyes Interest in newscasts, however, continued at a higher level during the second p 
. a quarter. The margin of gain was less than that in the first three months of 194 : 
oe Sales Designers Dissolves Albany, N. Y., Aug. 20.—Over-use | when the average audience for news broadcasts was |4 per cent greater than 194). co 
: W. N. Hudson, formerly a senior by war workers of several widely- | : le 
partner of Sales Designers, 830| advertised food products and bever-|the sandwiches and soft drinks— Drug Co. Names Agency sf 
Broad street, Newark, N. J., will|ages is decried in the latest monthly | and very little milk.” Pierce’s Proprietaries, Buffalo, has Le 
operate the same offices under the bulletin of the New York State The Labor Department’s indus- named Duane Jones Company, hans th 
name, W. N. Hudson Advertising.| Labor Department, one of several trial division is now working on a| york to direct its advertising. a 
The partnership of Sales Design- state agencies currently concerned|comprehensive over - all nutrition | th 
cul = been dissolved, effective with the nutritional fate of plant) program for industrial workers of is 
— employes. the state. The special legislative | St 
Written by Dr. May R. Mayers,| committee, which also emphasized | 
of the division of industrial hygiene, | the inadequacy of “soft - drink Gr 
n ~ y the article on ‘Adequate Nutrition! lunches,” is considering the advisa- { i 
NO REFLECTION ON OTHERS BUT WDA z i for War Industrial Workers” points | bility of requiring war plants to : - 
AT FARGO, IS THE ONLY STATION COVERING cut that new plants of enormous provide workers daily with vitamin COVERS of 
— ‘size are springing up, some in agri-| tablets. ® co 
THE WHOLE RED RIVER VALLEY AND ITS cultural areas remote from sae Le RICHMOND re 
Ee facilities of any kind. Workers | Crowley Resigns ; sy 
$626000000 EFFECTIVE BUYING INCOME!” travel as far as 75 miles or more} paul E- Crowley, for 17 years ' en 
pn: lon and yin bh go or | West Coast general manager of Co- AND NORFOLK 
quently arrive without breakfast. lumbia Recording Corporation, has co; 
| “They may pick up some dough- | resigned to return to San Francisco, = VIRGINIA WITH 
\ \ \ nuts and coffee at a roadside stand | and will work with a defense indus- A 
‘in front of the factory or they may try for the duration. 
|go to work without breakfast,” she i 50,000 WATTS . 
oN | writes. “In some plants, manage- Sullivan to WNEW om Y AND NIGHT po’ 
j |}ment is making an effort to provide Meh ae DA its 
Blip 7 breakfasts for workers, but these|, 20h", V- Sullivan has resigned 
aes gaia Phe ‘ , the sales promotion depart- ‘ ; 
breakfasts usually consist of dough- — “9 the “mace” Wakeeenls a. PLUS COLUMBIA Jo 
nuts, Danish pastry or pie and coffee| pany, New York, to become sales 1] f 
F | all deficiency foods.” promotion manager for WNEW, ma 
5“ ” New York. He succeeds Alvin Sum- | PAUL H. RAYMER CO., NATIONAL REPRESENTATIVE net 
Lunchboxes “Inadequate /merfield, recently resigned. wo: 
Workers’ lunchboxes, according to 
the department official, usually con- 
tain “a very inadequate diet” and | A L | Z E D G # 0 U P 
;}even they may be ruled out because ° he 
of the necessity of daily examina- : “na 
tion of workers for possible sabo- # A N E D IN 
teurs. Many plants, said Dr. Mayers, 
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Chrysler Copy 
Features Joint 


Army-Navy Award 


|CPN Reports Gain 
The Columbia Pacific Network 
reported a 28 per cent gain for 
the first seven months of 1942, ac- 
cording to A. J. Kemp, sales man- 


ager. Mr. Kemp reports that so 

Detroit, Aug. 19.— Awarded the|™much new business has _ been 

Army-Navy “E” “for high brought in that even the usual 

; a ment in the production of | S¥™mer slump has been abolished. 
acnie .© en 


war equipment at its tank arsenal,”’ 
Chry-ler Corporation commemo- 
rated the occasion last 
runn 1g 


0 


riymoutTm + popes 
ervisioms oF © 


soTo + CURYSiER 
Conronarion 


newspapers of key cities announc- 
ing the citation and pointing out 
that the plant’s production rate is | 
200 per cent ahead of the original 
contract schedule. 
The institutional copy was re- 
leased Monday, when the coveted | 
Y “E” was preesnted by Maj. Gen. | 
Levin H. Campbell at ceremonies in | 
lew the arsenal attended by Army offi- 
cials, corporation executives and 
thousands of workers. The ad also 
is scheduled to run in the United | 
States News of Aug. 21. 
The Detroit tank arsenal was the 
first war plant in this area to be | 
given the honor, the first tank plant | 
in the country to receive it and one | 
of the first 10 war plants in the 
country to be given the joint E 
recognition. Silver pins with the E| 
symbol were given to each arsenal 
employe. 

Grace & Bement handles the ac- 
count. 


Ayer Gets Badger Acct. 
E. B. Badger & Sons Company, 
Boston, industrial engineer, has ap- 
pointed N. W. Ayer & Son to handle 
its advertising and public relations. 


Joins Blue Sales 

Allen J. DeCastro, formerly sales 
manager of CBS Latin - American 
network, has joined the Blue Net- 
work sales staff, New York. 


YOU CAN USE ONE 
OR MORE OF THESE 


DONNELLEY 
SERVICES 


Profitably 
*Direct Mail Advertising 
*Created and Produced 
‘Dealer Help Campaigns 
*Avtomobile Owner Lists 
*Rated Consumer Lists 
*Acdressing and Imprinting 
‘Contest Judging 
‘Premium Mailings 
‘Sampling by Mail 


The 


REUBEN H. DONNELLEY 
Corporation 

SOE. 22nd St. Chicago, Ill. 

MSE. 45th St. New York City 

Venice Blvd., Los Angeles, Cal. 


ENTATIVE 


week by) 
96-inch advertisements in! eral manager of Station KLX. Oak- 


Fried Joins KLX 


Adriel Fried has been named gen- 


land, Cal. Mr. Fried has been affili- 
ated with various California radio 
stations including KYOS, KSAN, 
/KDON and KROW. 


Paragon Makes Bid 


for New Home 


Sewing Market 


New York, Aug. 18.—Making a 
bid for the greatly increased home- 
sewing market, Paragon Art & 
Linen Company has inaugurated a 
national campaign for Paragon 
stamped goods and Peri-Lusta em- 
broidery and crochet threads. 

Beginning with a full-page, four- 
color advertisement on the back 
cover of McCall Needlework for this 


| Winter, the new copy will introduce 
Paragon Needlecrafters, a consumer 
| group to be organized through local 
stores. 

Another feature of the campaign 
is the monthly publication begin- 
ning with the September issue of 
“News and Views for Buyers,” a 
magazine for needlework depart- 
| ments. 


Drops Packing Account 


| The Mayers Company, Los An-| Polar oil which will clean 


|geles, has resigned the account of 
Grocer’s Packing Company, packer 
of Budget Pack products. 


— : 
White Opens Agency 


Derek White, formerly merchan- 
dising manager of the Dealer News, 
has opened advertising offices at 355 
S. Broadway in Los Angeles. White 
has handled advertising and pub- 
licity work for numerous oil com- 
panies and auto agencies. 


Invents ‘Polar’ Oil 


The research development depart- 
ment of Curran Corporation, Mal- 
den, Mass., has announced a new 
finger- 
prints, water, oil, grease, etc., from 
the new steel-faced electrotypes and 
engravings. 


“YOU GUYS CRAZY?” 


US: Who, us? 
YOU: Yes. vou .. 


magazine in times like these... 
US: \ ed he CTaZy if we didnt. 
YOU: Meaning what? 


US: Meaning that the times cried out 
for a new architectural magazine. Look! 


. bringing out a new 


..« Here’s the whole building industry 
going through a revolution. Here are 
architects and designers and engineers 
mastering construction and design prob- 
lems they never even faced before. Here 
are new materials—new applications 

new buying habits being formed. Do you 
think it makes sense for any architee- 
tural magazine to go on as if nothing 
were happening—when every publisher 
that 
editorial formula—even a perfect one 


knows darned well any pre-war 


is way out of step with today and even 


further out of key with the post-war? 
YOU: Well. no 


US: Don't you see... it's a different 


world we ll be moving into after the war! 


i. ens 


The old speculative building? Probably 


gone forever. Sticking up any kind of 


factory, anywhere some buyer or banker 
or contractor happens to want it? That's 


REINHOLDB PUBLISHING COMPANY, 


out. We're going to get some intelligent, 
controlled community planning in this 
country, for a change. Just read the 
papers. And the key men will be. . 
YOU: | suppose you'll say architects. 
US: Yes, because the architect is and 
will be the co-ordinator of all the archi- 
tectural funetions— the design, the spe- 
cifying, the engineering. Its the archi- 
tectural team that'll be in the future 
saddle . . . the same team that’s specify- 
ing the materials for every nickel’s worth 
of new construction today. 

YOU: So you built a magazine for the 
team? 


US: We always had that 


that's why 


for years Pencil Points has consistently 
had the largest professional architee- 
tural circulation in the field. Only now 
we ve made The New Pencil Points even 
more significant because the architee- 
tural team is even more. significant, 
We're facing facts and looking forward 
both architect and advertiser are pet- 
ting something they can’t get anywhere 
else in the field. 
YOU: Can you prove it? 
US: Want to read this suitease full of 
fan-mail from architects? And compare 
our advertising gains and losses with 
any other architectural magazine? 


YOU: Guess crazy wasn't quite the word, 


(—— 


—™ 


WHE 


NCIL 
POINTS 


Largest professional 


architectural circulation 


J 


330 WEST 42nd STREET, 


NEW YORK 
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Bond Sales Recipe: 
Barber, Bums, Bonds 


When Red Barber, 
for Station WHN, New York, an- 
nounced during the Giant-Dodger 
twilight game on Aug. 5 that he 
would air the names of all listeners 
who called the station to purchase 
war bonds, the followers of the 
Bums’ fortunes checked in with a 
total of $100,000 in a few hours. 
The station, the sponsor (P. Loril- 
lard Company for Old Gold ciga- 
rets), and Mr. Barber received con- 
gratulations from the Treasury 
Department. 


sportscaster 


Gets Cosmetics Account 
The Vad Corporation, New York, 


has appointed Hirshon - Garfield, | 
Inc., New York, to direct advertis- 
ing for Vad lipstick and cream. 


Newspapers and magazines will be 
used. 


Seletsky Named S. M. 


Daniel Seletsky has been ap- 
pointed sales manager for Jean’s, 
Inc., Haverhill, Mass., shoe manu- 


facturer, and will have charge of 
sales of the company’s line of play 
shoes. 


Gets Food Account 


Health Food Products, Brooklyn, 
has named J. R. Kupsick Advertis- 
ing Agency, New York. 


cuarmere’s —~ = = 

ase INDUST 
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KNOW-HOW 


2OVEeT SING 


Here’s Helpful FREE 
Booklets on 
“WHAT TO SAY”’ 


in Your Advertising to Specific 
Business and Industrial Fields 


Mechanical Design 
( What Mechanical Designers Want 
in Advertising Copy Today. 
( Design Activity Under War Pro- 
duction, A January 1942 survey. 


Metal Working 
( Questions —in the minds of metal- 
working production men today — and 
how advertisers are answering them 


in AMERICAN MACHINIST. 


Electrical 
O “KNOW HOW” Advertising is 
Helping to Win the War. Examples 
from current issues of ELECTRICAL 
WORLD. 
() How manufacturers are helping 
solve the problems of Electrical Con- 
tractors and men in charge of elec- 
trical departments in large plants. 
Actual advertisements from ELEC- 
TRICAL CONTRACTING. 
(0 Technical and practical data on 
the vastly expanding electronics field, 
“What to say” suggestions for ELEC- 
TRONICS’ advertisers. 


Construction 
( What Advertisers Are Saying to 
the Engineered Construction Industry 
Today. Actual examples of how man- 
ufacturers are making their copy in- 
formative and productive. 


C) Engineers and Contractors Tell 
What They Want to Know About 
Building Products. 


Mining 
© War Talks on Advertising to Es- 
sential Mining. How manufacturers 
are helping mining men meet today’s 
problems. 

Power 
{1 The kind of advertisements that 
will interest, and be helpful to, engi- 
neers, chief engineers and power con- 
sultants. 
[) Power Engineers Tell What They 


Want to Know About Mechanical 
Transmission Equipment. 
Textile 


(] How Editors and Advertisers are 
contributing to the Win-the-War Pro- 
gram—in TEXTILE WORLD, 
Chemical 
[) What Chemical Engineers Want to 
Know About Your Products. 
[] How to Develop Advertising that 
Clicks With Chemical Engineers To- 


day. 

Food 
[1 A Guide to Effective FOOD IN- 
DUSTRIES Advertising. 


~~ ee 
FOR COPIES just check the sub- 
jects you are interested in— clip 
this ad to your letterbead — and 
mail to: 


McGRAW-HILL PUBLISHING CO. 


330 West 42d Street, New York, N. Y. 


> 


+ Sey 


| 


| 


| 


| 
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_ Getting Personal _ 


William Fuller, sales mer. of John Flynn & Sons, Salem, Mass., 
competed with top flight amateur golfers to reach the semi-final 
round in the Jacques Cup golf tourney Aug. 7 at Brookline Country 
CRIB: «+ 

Friends of Carl E. Richards, a.m. of Vestal Chemical Labs, St. Louis, 
and devout disciple of Izaak Walton, received a barbed fly from him 
last week. Appended to the fly was the announcement that the 
Richards had 
caught the legal 
limit, one; that the 
catch weighed 7 
Ibs.-8 0z.; and that 
the piscatorial 
specimen was 
named Charles 
Edward... 

Advertising is 
one of the subjects 
which a group of 
luncheon table in- 
tellectuals discuss 
in a book, ‘Pro, 
Con and Coffee,” 
recently published 
by Howell Soskin 
& Co. The ad dis- 
cussion should be 
eloquent, because 
the author, Ken- 
neth Wray Con- 
ners, knows his 
ground. In business 
life, he is a copy- 
writer for Phila- 
delphia’s Leeds & 
Northrup Co... = 

Metz Bowen Hayes, mgr. of the New England office of True Story, 
this week celebrates his 25th anniversary with Macfadden Publica- 
tions. At 72, Macfadden’s Yankee boss is still going strong. Two 
years ago 200 leaders of the ad- 
vertising, newspaper and _ pub- 
lishing business gave him a testi- 
monial luncheon in Boston, and 
that same year he observed his 
70th birthday, his 50th year in 
the advertising business and his 
44th wedding anniversary. 

The hammer-and-tongs fight 
being waged for a Congressional 
nomination in Connecticut by two 
outstanding women, Clare Booth 
(Mrs. Henry Luce) and Vivian 
Kellems, industrialist, recalled to 
New York admen that both prin- 
cipals addressed the AFA con- 
vention in June. . . And, speak- 
ing of the AFA, Joe Russakoff, 
head of Vanguard Agency, who 
also supervises the federation’s 
convention publicity, was the 
subject of an inspirational article 
in Dale Carnegie’s syndicated 
newspaper column the other day. 
Joe was lauded for his “friendly, 
helpful attitude” toward his fel- 
low men... 

Latest entry for top honors in 
ADVERTISING AGE’s “great Admen- 
in - the - Armed - Forces sweep- 
stakes” is J-W-T with 68 former employes of its N. Y. office now 
wearing Uncle Sam’s uniform. Chet LaRoche, Y & R bd. chmn. 
recently claimed his agency was one up in the sweepstakes, lead- 
ing McCann-Erickson, 65 to 64. . . 

Colby M. Chester, chmn. of General Foods, served so successfully 
on last winter’s Greater New York Red Cross War Fund as head of 
the commerce and 


WARTIME TRAVEL MODE — 


It takes W. D. Hoard, Jr., business mgr. of Hoard's 

Dairyman, just 14 minutes to gallop to work astride 

Rusty,’ a favorite who will take the place of one horse- 

less carriage if national gas rationing goes into effect. 

Besides, says the Fort Atkinson, Wis., publisher, it's good 
exercise. 


BUSMAN'S HOLIDAY 


Lt. Col. Egbert White, formerly vice- 

president of BBDO, takes time out from 

his duties as officer in charge of the 

Army newspaper, "Yank," to help judge 

entries in Industrial Marketing's annual 

competition for editorial achievement in 
the business paper field. 


industry division 

that he has been TRIO ON THE JOB 
named general —s 
chairman of the 

1943 drive, which 


begins March 1... 

The state of 
New Jersey would 
seem to have an 
ardent booster and 


publicist in the y . 

person of James 

Cawley, New York | a 
representative for > 
Factory Manage- <4 
ment & Mainten- 


ance. Under the ¢ 

title of “Exploring ( i 

the Little Rivers = 

of New Jersey,” Merle T. Kendrick, musical director, (left) and Ted 
his second book 


Husing, master of ceremonies, (right), only two civilians 

on General Motors' radio program, “Cheers from the 

Camps,” talk it over with J. H. Neebe, vice-president of 
Campbell-Ewald Company, which handles the show. 


extolling the beau- 
ties of that state 
was recently pub- 
lished by Prince- 
ton University Press with his wife, Margaret, 
The Factory adman’s first literary effort, “Historic New 
Pictures,” was released by the same publisher in 1939. . . 

Charles Throop, who has represented Standard Brands in the Chi- 
cago market for 37 solid years, is retiring on pension, with the best 
wishes of his many friends. . . 

Edward G. Seubert, president of the Standard Oil Company of 
Indiana, passed a corporate milestone last week when he started on 


listed co-author. 


Jersey in 


as 


| his 51st year with the firm he joined way back in 1891. “Too many 
from 


| 


serious matters demanding attention today” kept him any 


ceremonies. . . 


Dartnell Manual ; 


Relieves Bosses, 


‘Stenographers 


Chicago, Aug. 19.—A 


relief for 


tired business men who are some- 
| times forced to read mangled let- 


ters, and _ secretaries who 


struggle with such 


instructions 


must 


as | 


“tell what’s-his-name no, the louse, | 


| but do it nice. 


Sign it and leave 


‘the carbon on my desk,” is the “Cor- 
respondence Manual and Transcrib- 


‘ers’ Handbook.” The 


manual 


is 


| published by the Dartnell Corpora- 


tion, and was edited by 
Llewellyn Lewis, editor of 
|nell’s better letter bulletins. 


Leslie 
Dart- 


The manual, a foreword says, is 
not intended to supplant such stan- 
'dard reference works as a thesaurus 


Bromides Provided 


the greatest discourtesy.” 


The book provides a complete 


or dictionary, but rather to supple- 
ment them, and to provide a quickly | 
accessible source of accurate data. 


Such 


copybook sentiments appear at the 
bottom of each page and hammer 
home that “every letter is a per- 


sonal ambassador from the com- 
pany.” 
Many a “dictator” and many a 


dictatee will laugh heartily at the 


wherein the manual 


section called “It Sounded Like...,” 
discusses the 


fallacy of writing what isn’t under- 


stood. 


a letter in which he 


A Southerner once dictated 
rejected 


an 


| 


insurance policy because the appli- | 
| cant “had a heart murmur.” Trans- 
cribed by a Northern girl who hadn’t 
learned to decipher the lilting lingo 
|of the land of Margaret Mitchell, 


| the insured was denied the 
because he “had a_ hot 


policy 


mama.” 


Before you write, the book warns, 


it must make sense. 
One section of 


the manual 


is 


likely to be particularly helpful— 


that dealing with military 


titles. 


|Many a boss is now squirming in 


bev. chair as he decides 


how 


to 


|address the brisk young lieutenant 


_ aE " ee a 


whose opinion is needed. “Dea, 
Lieut. Blank?” “Dear Lt. Blank?» 
“Dear Lieutenant?” “Dear wr 
Blank?” Out of this military mean. 
dering, the boss cuts the Gordian 
knot and tells his secretary to look 
up the correct address and use jt. 
Dartnell’s book gives the suffering 


secretary a break. 
Get It Right 


For corporations who ma 
dealing with other members o 
United Nations, Dartnell’s book 
vides proper salutation and 
dresses. The first name of a Ch 
for example, his family : 
Newscasters erred grievously 
Chiang Kai-Shek first bobbed 
the news by calling him Kai- 
instead of Chiang. In Spa 
speaking countries, a man s 
times uses both his father’s 
mother’s name. Thus Joaquin 
ratosa Cibils is properly addr 
as “Mr. Serratosa,” not “Mr. Ci! 

The handbook is available 
the company, Dartnell buil 


is 


set| Ravenswood and Leland ave: 
of instructions and references for | Chicago. It sells at $5 a single | 
the secretary or stenographer, em- | 
phasizing such axioms as “Get It 
Right,” and “A misspelled name is 


Gets Lathe Account 


Sebastian Lathe Company, 
cinnati, has appointed Keelo 
Stites Company, Cincinnati, a 
agency. 


It’s Read by 
—Greatest Co 
Buying Power in America! 

*Factory Superintendents, 
Skilled Machinists, 


Paid Sale Is 
I-Time High — Newsstand 


2 


Latest Net 
Copies*—An Al 


Gain of 30%! 


*Average for first si 
2,193,000 READERS! 
first six months 


west Adve 
on po of Any Major Magazine ' 


Thou 


Only $1.23 per poge (1 


Key War Workers* 
ncentration of Extra 


Engineers, Designers, Fore- 
Tool-Makers, Welders, etc. 


of 1942. And there ore 


x months pores A ih 


Newsstand Goin 


of 1941. 


rtising Rate Per 


2-time rate) per those" 


delivered circulation! 


We Will Be Glad to Give 
the Newest Facts about 
No. 1 "MUST ”’ Market 


of War Industry and Scien: ' 


You 
‘his 


The No. 1 News-Picture Mo” 
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C C. Younggreen, 
Noted Adman, Dies 
inChicagoat52 


(Continued from Page 1) 


as . captain with the U. S. Avia- 
tio Corps. 
} -hind 


Charley Younggreen’s 


suc ess in business and in his per- 
son | life lay a warm, vital, driving | 
per onality. 


Most of the honors 
which can come 
to an advertising 
man had come to 
him before he 
was stricken. He 
had been presi- 
dent of the Ad- 
vertising Federa- 
tion of America, 
president of the 
International Ad- 
vertising Asso- 
ciation, and pres- | 


ident of Alpha 
C.C.Younggreen Delta Sigma, 
honorary adver- 


particularly at the retail level.’’ One 
of Mr. Younggreen’s pet hobbies 
was talking to salesmen, getting 
their slants on selling. The ex- 
change of ideas, he often reiterated, 
was valuable. 

Mr. Younggreen, once interested 
in something, stayed interested. He 
followed flying, his World War duty, 
for years, and was a former mem- 
ber of the Wisconsin State Aviation 
Commission and of the National 
Aeronautical Association. He main- 
tained his interest in the farm field, 
and served as a director of the 
International Dry Farming Congress 
and the Kansas State Fair. He kept 
his contact with the University of 
Kansas, recently serving as presi- 
dent of the Kansas Alumni Asso- 
ciation of Chicago. Incidentally, his 
close interest in Kansas alumni 
affairs brought him into contact 
with Charles (Buddy) Rogers, and 
when Mr. Rogers married Mary 
Pickford, Mr. Younggreen and his 


wife were intimate friends of the | 


Hollywood couple. 


A Dynamic Worker 


Mr. Younggreen exuded an ener- | 


getic, dynamic atmosphere. Last 
winter, when the annual Chicago 


He first became associated with 
D. Weeks & Co., manufacturer of 
tablets for treatment of colds, and 
was its sales manager until 1913. 
The firm later grew into the Armand 
Company, cosmetics maker. Mr. 
Spry was later associated with the 
Des Moines Duplicating Company, 
a direct mail advertising firm, and 
in 1930 formed Direct Advertising 
with S. P. Whiting of Des Moines. 


Prepares Booklet on 
Invention of Printing 

As a special project, Bruce Craw- 
ford, senior student at Rochester 
Athenaeum and Mechanics _Insti- 
tute, Rochester, N. Y., with the aid 
of other students and the depart- 
mental faculty headed by Byron G. 
Culver of the printing department, 
has produced a_ booklet entitled, 
“Johann Gutenberg & His Inven- 


|tion of Printing.” 


The booklet’s text is the script of 
the NBC coast-to-coast broadcast on 
the invention of printing by Johann 


Gutenberg, which was presented at) 


| the opening of the 1940 convention 
|of the International Association of 
| Printing House Craftsmen in San 
Francisco. The dramatized portion 
|of the script was based on “Wings 
|for Words,” written by Douglas C. 


tising fraternity whose University of | Advertising Gridiron Dinner was|McMurtrie, with the collaboration 


Wisconsin chapter bears Mr. Young- 
green’s name. Besides these honors, 
Mr. Younggreen had been a director 
of the Four A’s, the Audit Bureau 
of Cireculations, National Better 
Business Bureau, and the Advertis- 
ing Council of Chicago. He was an 
honorary member of the British Ad- 
vertising Association, Continental 
Advertising Association, and Adver- 
tising Association of Mexico. 


Worked in Farm Field 


After leaving Kansas University, 
he became publisher of the Kansas 
Farmer, and in a dynamic two-week 
trip through Chicago, Toledo and 
Cleveland sold most of the adver- 
tising space that publication was to 
carry for the year. Following his 
military service he returned to head 
the advertising and sales depart- 
ments of J. I. Case Plow Works, 
Racine, Wis. His next business 
affiliation was as one of the princi- 
pals of Klau, Van Pietersom, Dunlap 
& Younggreen, a Milwaukee agency. 
When he left Milwaukee to come 
to Chicago, he formed a compara- 
tively short-lived partnership with 
Harry Leasan. Then he and Joseph 
J. Finn joined the agency which 
became Reincke-Ellis-Younggreen 
& Finn. 

Mr. Younggreen’s success in the 
advertising business has been as- 
cribed to many factors. Some ob- 
servers have emphasized his selling 
ability, others his passionate belief 
in advertising. ‘He believed adver- 
tising could do anything,” one friend | 
said, “he believed in advertising, 
any place, anywhere, any time. He 
was an evangelist of advertising.” 

Joseph J. Finn recalled that one | 
of Mr. Younggreen’s attributes was | 
his ability to analyze business prob- | 
lems. “Charley was a genius at} 
analyzing a problem,” he said, “par- 
ucularly from a distribution angle. | 
He had a keen understanding of | 
human motives for buying an item, | 


held, Mr. Younggreen directed 
ticket sales. He worked tirelessly, 
often until four o’clock in the 


morning. But he sold 1,000 tickets 
at $10 a plate, and “cleaned up” 
spectacularly for the Northwestern 
University scholarship fund, which 
benefits from the dinner. 

Shortly afterward he became ill, 
returned to work a month later, and 
again fell ill. He had not returned 
to his desk since February. Funeral 
services for Mr. Younggreen will 
be held in Lincoln, Neb., tomorrow 
and will be attended by the follow- 
ing agency principals: Charles 
Reincke, Arthur Reincke, Wallace 
Meyer, Joseph H. Finn and Miss 
Veron Moran, who has been Mr. 
Younggreen’s secretary for many 
years. 


LOUIS KASTOR, AGENCY 
HEAD, DIES AT 80 

Chicago, Aug. 19.—Louis Kastor, 
president of H. W. Kastor & Sons 
Advertising Company, died here last 
night. He was 80 years old, and 
had been inactive in the company 
for the past five years because of 
illness. 

Mr. Kastor, who with his father, 
H. W. Kastor, founded the agency 
in St. Louis in 1895, was one of the 
pioneers of the advertising agency 
business. He became president of 
the company after his father’s death. 
The agency expanded from St. 
Louis to Chicago and subsequently 
to New York and Los Angeles. 

Associated with him were six 
other Kastor sons, three of whom, 
Richard H., William B., and Arthur 
C., survive him. 


B. F. SPRY 

Des Moines, Ia., Aug. 19.—B. F. 
Spry, 63, president of Direct Adver- 
tising, Inc., died Aug. 14 of pneu- 
monia. He had been ill less than 
a week. 


AUrernice, tile. 
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SAVE... 
TIME and EFFORT! 


Quality engravings 
on schedule 


of Don Farran. 


Quartermaster 


‘Short Course’ to 
Be Held in Chicago 


Chicago, Aug. 20.—The greatest 
food-buying organization in the 


world, the Chicago Quartermaster | 


Depot, will be an integral part of a 
“short course” to be conducted here 
Sept. 14 by the Chicago Association 
of Manufacturers’ Representatives. 
Some 1,500 food manufacturers and 


others interested in the distribution | 


of foods have been invited to attend 
the meeting. 

The object of the conference, 
which will be held at the Hotel 
Sherman, is to inform the food 
manufacturers on how to sell the 
government. Brig. Gen. Joseph E. 
Barzynski, in command of the de- 
pot, and 18 officers under his com- 
mand will tell the story in briet 
talks. 

Discuss Supply Problem 


A particularly interesting sector 
of the course is expected to be the 
transportation lecture, conducted by 
Lt. Col. John J. Madigan. In these 
days of global war, the problem of 
food supply is the problem of seven 
league boots against perishable 


| commodities, and the story of how 


the Army solves that problem is 
expected to be of interest to all 


|food men. 


A statement by the educational 
committee of the CAMR, of which 
Bob White is chiirman, reports that 
the food men aitending the confer- 
ence will be told that “the Army 
is eager to test any and all new 
foods that can be produced by the 
nation’s scientists.” 


‘Handles Own Advertising 
Tanglefoot Company’s advertising 
program is now handled directly by 
the company’s own advertising de- 
partment in Grand Rapids, Mich. 
Space is being placed’ through 
Stevens, Inc., Grand Rapids. 


Stanfield Named Agency 


D. F. Morgan, Montreal hat man- 
ufacturer, has appointed Stanfield 
& Blaikie to direct advertising. 


YOUR FACTS FILED AND 
FORGOTTEN ?? 


Let the foremost designer ft 

torial charts and maps expertly 
analyze and Visualize facts 
for effective presentation Write 
for special WAR-TIMELY folders, 


*VISUALFACTS 


2 West 46 \ Street, N.Y.C. 


highlight what we've always said 


Cuartorre headlines, these days, 4 


about the WBT market...Charlotte— 


the home of 50,000 watt W BT—is the 


focal point of economic 


the Carolinas. 


“CHARLOTTE SELECTED AS SITE FOR % 

BIG NAVAL ORDNANCE PLANT”, says one 

banner head. “ovt TO PUT TRUCK 

APPEAL BOARD IN CHARLOTTE—UNIT TO 

COVER 5-STATE AREA IN SOUTHEAST”, @ 
says another. “CHARLOTTE WPB HEAD- 

QUARTERS WILL HAVE THREE DISTRICT @ 
OFFICES IN TWO STATES UNDER IT”... 9 


“NEW $100,000 WAR INDUSTRY TO BE 


[FR 


MN 


Ml) 


i A 1y 


activity in 


ORGANIZED IN CHARLOTTE’, read others, 

The list is too long to be given item 
by item, but it all points to one con- 
clusion. During these vital times, new 


factories, new funds, new administra- 


‘s) tive units flow naturally into the 


WBI 


at the very 


Charlotte area — just as does the pur- 
chasing power of so much of the 
Carolinas at all times. 


We'd like to tell you how WBT— 


heart of this important 


industrial-agricultural market—influ- 
ences the buying habits of its 273,000 
radio families. Just get in touch with 


us or any Radio Sales office. 


THE STATION AN AUDIENCE BUILT » CHARLOTTE—50,000 WATTS 


Owned and operated by the Columbia Broadcasting System. Represented by Radio & 


Sales with offices in New York, Chicago, Los Angeles, St. Louis, San Francisco. (} 


, ‘ TORT Se : as : F . 4 Paar = ~ a ras i oS, Ges si a hel mq nike en sie ice, LE gas s WARE ae ire or me ree ay ‘ , Lae ee ane Saents et? + 58 BF Pale? ya My Ean eS P . ; Tp ss 
SE ee : ‘ i ” * Rs 
ae 
id 
l Bie 
; ie 
‘ an 
PO o 
‘a 
ee “ 
e S 
e a 
a 7 
a 
e, oo 
nN ca 
in J 
4 ee ‘ 
nd ey 
‘| ae ee "] 
ed ‘ - ne? 
Nad pes, 
ml ms 
om ‘ ee et 
ng, SY po a 
es ; phe 
$ hy 
<a 
ee . 
* fF a 
“aa. fem 
SSS ‘ ; 
— a 
eae Va 
ae : ? é ay pe 7 = ee x ss « =e - F i Ranta eee Eteamue 
eames eee Ve. fae ee oe Tee es | Se tea eee uae 
ay ge ee oe : a ayer “| eo aa a “ -, a a ec e ay ee Ores py” 
aa s ae: asi ws ‘he ss i on 7 re i = i oa i a" os uh a 4 sai > i i " “a ® j 
4 : — ae ee wes = —— —— on, _— ene Pi eo a oe fot 
. w eee ia oo oe SO aae 2a ma > lll gS eee: guage te. Ae eg Sn Bs a 
: a a. = AG <8 Re oti! wie = - = — = = = _ e a . 4 Reig! eM 7 5 i 
e 2 =e, ae de St te ee ee —— ; <i .. 3 OS ana ee : 
: oe _ ae a a Le co ea ae =~: = é ' a. Sie a, ae a PEE ET ata nd 
a ee et ee aie € nilsson Yc = Sas we je hats ne 
; 7 eee Ted ie aah ————— & a one a id = i. me TGS A aoe 
ioe a a PM - ae : Oe. eee =e 
y rm fi : ————— 4 - ————— Te ee ee ate fro .e 
he a “ys = Mv _ _. 8 a éé Ps ees Seen ee 
yi ate ne} a ‘> a> —- Se ——— Se we ee aad 
Lh eas a — Neo Sf SE <>. eee * 
st — we . ZZ < : 4 en" Gla ; ; feat. 
pie 7 — - 4 ,° ZY js == NS. 4 ae eas. : e pea 
ae gee = oe RE 4 @ ¢ = — Peers 
Jaren “A \\\ = Be cei) aa ae 
Y oS, ———~ , \\\ = Ae ee = Cr, 
is —= ° os f= eo fs ee _ 
Se ty % ™=%. = ’ . ee SRE bs “4 bis 
awed = = #4 ‘ ee oo Oo G? ee 
‘ =e - a \ . = A ae oh Ty ae . EN 
Te “ae = oe ee ag a a? a” 
ee —=X: {<-->  2BEetts—™ 
‘ ee akg ee — ——=a Lf = were ‘ ee F 
ray 7 al sale . etal — SSS ————— 5 F, : arte = - e a iy ‘ 
pea as ieee = = — — == 3 Sem a Z ec 
a he Rl: = ——— = = — - a... Sa a 
—_—— e “no ia . e>~s 2. ; i \. 2 eer or Pr : ei 
thd i ° aes —— = ni Bee 3 a. + he ae ey 
Gg Rr ek —— = +. : : Se ” ag 
—— —————————— 2S = === - ae 
us, ss = SSS -= = ———— <r 7 ge: carer A 
a ae $< SSS = | ae om | ee 
ee ere rg ice. : == ¥ : —— SE a a i. ne 
ieee i a Sloe — <= % eS ei = iuiaie - 
F 7% bis ies _— op: A —— Reece em fe at 7, ay sas a E;. 
pee ae ae > eeu 4 ee ae os eas ee a isis. on sz ca 
.#) i  — eT J Sas a ne ee = 3 j Seater seas - ; La , oat en 3 z.. r dex, 
we 2 =— aaa f i: Ce Si I Be: 
- 7 Ls a fs Wee: | a , = hi Wi a 2 — £ ae Pie. i. i 
a ay q a 4 = —. ee: ee a apes” 
- Vg a EE see i d Bie 8 = ies 2 ae ae ey: 
a ‘ — “pares 0 mame i a ae =e ie roy a tee 
’ ee ae a pare me ik | ] “a Be 7 2. a lee. ee a Aan 5 ri ¥ 
; N ee 5 : nt ‘ 
ace aes 7 Ot : ate ie - ee aie re ‘op 
a oS ae ‘ & ane he = eT OW yl alee) Mane ae Sry 
ie. | eae | a asa ae tide o eae et —— ee noe i 
S > t 3 : ‘a 
\ 
2 
N = : 
% Wee: 
ee we 
nN oe 
“ Wa 
| iallsinsciesniaieacieneenieaaininteni iat eernenne | @ re 
Weedon 
(anne 
ie caer Se ee " 
eens FES a 
iD ake Ny ' 
. © Wess oo 7 
o- we . 
, 4! a * great » ") ue > - ¥ 
, ' 5 “ ) . | : ~4 . e . e | 
*, 2 >_> | 
~~. oe re | 
r ee i af eee 
aia ee ; 
+ ON ¥ — 
a =’ yw ig ae ae to 
ot we. : 
‘J ‘ i 2 oe wae 2 5 . 
-~ ? Fi 
, cap 4 iho : Be - 
oe ae 
coe he sa OS 
a EE ae. 2" 
2 Z =) ; a 
=. Bs. * a = —_ ; 
cs ' ee ‘ syne o67 ; =a 
ee < Z Ee 
— _— ‘f ee 
. ——— pa ; ‘ 
)"AYIC ORY 3 a = 
“alia Pq 5 F 
ey ; a - 
’ | to | “4 i oy 
. ; ’ S 
’ ~ ll 
. ee | 
: 
7 oT ‘< f ." 
’ re = ss a ‘ ‘J. y : te al : « ay % a " 2 «Fa evrk tes Pal Cs a ‘ , a ea * : ‘ Fag e >, aa ee Yds ‘ © ae cial * 
Cree ee 2 eye, Poe. i Se ee eS jt i tants : ie S oe ae oe % ay ie ee, = ee ae oe 
aes a ae eae WNL Ge Boag Eo a eames: Ve a. | Hee aes oie o Cape ee i ee i # 
Pa high tnt er Wie Be i : REN F by af * 7 5 : ih. 7 : : a! = cies, * Sea. ae 


A, 
¥ 


oa 


30 


Hint of Broad 
Food Control Seen 
in Meat Allocation 


(Continued from Page 1) 


further that it is difficult to lay 
down any set pattern as to what is 
plentiful,” since the picture is in a 
constant state of flux. There may 
appear to be an ample supply of a 
given food on hand when suddenly 
a huge lend-lease order is rushed 
through, and today’s surplus is to- 
morrow’s scarcity. 


NO THREAT SEEN TO 
FOOD ADVERTISING 

New York, Aug. 20.—Although 
food advertisers were brought face 
to face with new merchandising 
problems as a result of the recom- 
mendation of meat allotments and 
the probability of controlled dis- 
tribution of other products, a quick 
check this week revealed no ad- 
verse reaction insofar as advertis- 
ing is concerned. 

Food manufacturers are gen- 
erally geared to expectation of sud- 
den requisitions for huge military 
supplies, and more and more mer- 
chandisers in this field are empha- 
sizing flexibility in their advertising 
plans. Extensive tie-in copy with 
the national nutrition program will 
probably be emphasized in the 
months ahead. 

Such important items in the food 
advertising classification as cereals 
and macaroni are plentiful at this 


writing and there will be no letup | 


in their merchandising. With the 
container situation greatly clarified, 
canned food advertising is likewise 


82 ADVERTISERS 


USED Baby Wh, 
FIRST HALF1942 


For information write 424 Madison Ave. W.Y.C 


ADVERTISING AGE 


expected to continue unabated. 


Meanwhile some of the war «is- §chenley launches | 


locations in the food field were out- 

lined today by the American Insti- | mye . 7 
tute of Food Distribution. Whole- | Linked Selling 

sale and retail inventories are run- | 

ning low because of the disappear- | DI f D bh { 


ance of many products no longer 
packed.in cans. Consumers are do- 
ing some hoarding, turning raped » 
Also Starts Drive | 
for Coronet V.S.Q. | 
Domestic Brandy 


attention particularly to higher 
priced items, with the result that 
retail stores are showing dollar 
sales about 20 per cent ahead of last | 
year. Wholesaler dollar volume is) 
running about 12 per cent ahead of 


New York, Aug. 19.—A new sell- | 
last August. 


‘ ing aid for liquor retailers, pat- 
The Institute reported that all|terned after the merchandising 
sections of the food trade 4re technique that has proved success- | 
“mildly optimistic about the out~-| fy) in other fields, was inaugurated 
look for the next three months, but here this week by Schenley Import 
frankly dubious about what will) Corporation to help increase sales 
happen thereafter.’ |of its Dubonnet apertif wine. 
Washington’s action on meat sup-| Referred to as “linked selling,” 
plies was attacked by the Meat|the idea involves grouping items 


Trade Institute here, which as-|that go together in a point-of-sale 
serted “there is no need for con-| display that will make it easier for 
sumer rationing of meat.” The 


a customer to buy more than one 
|group recommended to WPB and|ynit. For several years Cluett, 


| the Lend-Lease Administration that | peabody & Co. has been a staunch 
|a ceiling on livestock be established of 
immediately and meat supplies on for 
hand for civilian supply be allo- 
cated by slaughterers and whole-/4}) products styled to form ensem- 
salers on the basis of distribution | pie. 
handled during the corresponding | 
| periods of 1941. 


“related 
Arrow 


advocate 
motions 


selling” 
shirts, 


pro- 
ties, | 


Using business papers and mail- 


retailers, Dubonnet will point out 
\that “normally only 14 out of every | 
Hygrade Changes Name; | 00 customers make 
‘Sylvania’ for All Brands _chases’—yet these 
Stockholders of Hygrade Sylvania| profitable transactions.” _ Figures 
Corporation, Salem, Mass., have|have been compiled to show that 
|approved formally a change in the} five combinations account for two- 
corporate name to Sylvania Electric | thirds of all linked sales, as follows: 
| Products, Inc., effective immedi-| whisky and wine, 20 per cent; 
| The trade name Sylvania will be whisky and gin, 18 gd cent; whisky 
|used hereafter on all the company’s | #d whisky, 16 per cent; whisky 
products, including radio tubes and|@nd rum, six per cent; gin and rum, 
lamps which were formerly mar-|five per cent. 
_keted under the name of Hygrade. | Copy Features Recipes 
The change, company officials said, ; 
is to be made as rapidly as is con-| As a result of these conclusions, 
sistent with operating economies|Dubonnet consumer ads have been 
and conservation of materials. planned to spark retailers’ “linked 
: sales,” with copy featuring recipes 
whose ingredients include various 
types of liquor carried on retailers’ 
shelves. A campaign has been run- 
ning since last April (ADVERTISING 
AcE, April 27), with insertions in 


Reibel Changes Address 


Bertram Reibel, Advertising, Chi-| 
cago, has moved its offices to 30 W. 
Hubbard street. 


A new daytime survey of DRUGGISTS ... GROCERS... 
TOBACCONISTS... BARBERS and RESTAURATEURS 


Esquire, Life and The New Yorker, 


as well as in newspapers in New 
York and other cities along the 
Atlantic seaboard. Dubonnet will 


furnish retailers with a “linked sell- 


ing” display featuring, 
of PITTSBURGH STORES re Dubonnet, four other bottles of 
Schenley 
RESTAURANTS and SHOPS 


products, each of which 
will highlight a cocktail recipe using 
Dubonnet. 

Schenley Import also launched a 
new campaign this week for Coro- 


¢ net V.S.Q. brandy. Copy, in 400- 
ITF 
| ‘ é¢ r 


\ 
} 


(Metropolitan Pittsburgh) shows WCAE tuned in more than 


all 4 other Pittsburgh station 


WCAE 
STATION B 
STATION (¢ 
STATION D . 
STATION E 


If you need that extra “push” 


Trade—and the customer —on their favorite station. 


*Survey details on request 


5000 WATTS 


1250 K. C. KANSAS 


MUTUAL BROAD 


NEW YORK—CHICAGO—DETROIT—ATLANTA 


s combined ! CORONET V.$.Q.. Very Special Quolity 


Amerncas 


§2 hondy 
2 l a, - brondy! 
12% 
11% , 
(% line size, broke in three New York 


|newspapers and will be followed by 
half-page insertions in Esquire, 
Life and The New Yorker, the same 
list currently carrying the Dubon- 


net ads. 


at the Point of Sale, tell it to the 


First Active Promotion 


Heretofore, active promotion for 
Schenley’s Coronet V.S.Q. has been 
lacking, but the wartime shortage 
of imported brandies resulted in a 
decision to put a full-fledged drive 
behind the product. Copy empha- 
sizes that it is an American brandy, 
|“*made by top-skilled experts in our 
own California distillery,” and pro- 
claims, “Coronet is plenty 
without being plenty costly.” 

The campaign will attempt to 
break down the idea that brandy is 


snooty 


THE KATZ AGENCY 


eae a Rina only an after-dinner liqueur by 
CITY — DALLAS —SAN_ FRANCISCO plugging its “versatility.” Each 
piece of copy will show a trade 


CASTING SYSTEM 


character, “the handy brandy man,” 
carrying a tray on which are con- 
spicuously placed brandy highballs, 
| 


| THAT MAM IS HEREACAIN WITH OUBONNET DRINKS’ 


tation and other fields. 
{is sponsored by 


RELATED SELLING 


ago 


° 


Picking up a favorite thesis of the shirt 

business, Schenley will merchandise its 

wines and whisky together. This ‘linked 

selling’ has provided big dividends in 

other fields where an advertiser markets 
a number of related products. 


brandy cocktails and the Coronet) .erye vital tin supplies. 


bottle. 


|Inc., 
| distribution 


August 24, 1942 


War-Born Food 
Product Moves Up 
at Dizzy Pace 


New York, Aug. 20.—Force 
act almost over night to repla 
long-established food product 
by the tin shortage, Van Ca 
Indianapolis, has expa: 
of its new mac 


| product, Tenderoni, in 135 ma 
'to a point where sales have alr 
equaled or surpassed those of 
|pork and beans banned by the 


| 
| 
| 


4) was 
M-81, issued Feb. 12, as one of * 


Production Board. 

This spectacular success 
was recounted today by the A) 
Bureau of Advertising, which 
closed details of Tenderoni’s 
month history for the first 
The Van Camp conversion 1 
necessitated by WPB O 


first war measures designed to 
With 
week the company had acquired 


William H. Weintraub & Co. plant and product of little-k 


V.S.Q. accounts. 


|}ing pieces in a campaign to mat Trade Executives 


Gather for Parley 


aimed Pur” at Northwestern 


Evanston, Ill., Aug. 
than 300 leaders of trade and com- 


handkerchiefs and underwear, with! directs the Dubonnet and Coronet Tenderoni. 


By March 29, the Van C 
agency, Calkins & Holden, 
ready for release a newly-desie 


|package and a complete merc}. 


dising campaign, which was laid 
before the company’s district 
agers and brokers. First newsp: 
ads broke in selected markets 


20.—More | April 15, and the list was expa 


as soon as additional markets 


mercial organizations from 30 states a 50 per cent distribution. 


gathered on the Northwestern Uni- 
versity campus this week for inten- 
sive study of the effect of the war 


Promoted Free Offer 
Initial copy of 1,000 lines in 


on manufacturing, labor, transpor-| colors featured an introductory « 


Association 
States Chamber of Commerce, Na- 
tional Association 


Organization Secretaries, and 
university. 
Headliners who addressed 


meeting included Robert Watt, in- 
ternational representative of the 


The session | of one package free with each 
American Trade) purchased. Two hundred-line in 
Executives, the United | tions 


followed 


After the first month, space 


According to Roy N. Pete: 
Van Camp’s advertising 


weekly therea! 


Wo 
ffer 
two 

er- 
ter 


Vas 


of Commercial | scaled down to 84 lines every week 
the |In several markets spot radio 
car cards supplemented the ne 
the | paper schedules. 


ind 


WS- 


on 


manager 


|American Federation of Labor and | more distributors are handling Ten- 


member of the War Labor Board, 


deroni in markets now covered t 


nan 


|who declared that centralization of |ever handled the company’s pork 


in addition | 


control of 
wage and 


production, manpower, 
price problems 


to the war effort. 
Others who spoke 
week-long program 


during 
were Clifton 


and beans. Dollar sales for 


is dan-|deroni, for the period since Apri 
gerous to a free system and harmful | are 


equal to better than 


Camp’s pork 


or 


far. 


and beans in e\ 
the | one of the 135 markets tapped thus 
Demand rose so rapidly that 


Ten- 


15, 


Var 


ery 


Utley, news editor of the air edition|by June 1 peak plant capacity was 


of the Chicago Sun, Maj. Gen. Lewis attained. 


Currently deliveries 


|B. Hershey, director of the National | behind two weeks and more in 
Selective Service System and Thur- | markets. 


man Arnold, assistant attorney gen- | 


eral. 


| 


| G-E Promotes ‘Durrews 


| Robert E. Burrows, who has been 
}associated with General Electric 
Supply Corporation for 16 years, 
has been appointed assistant adver- 
tising manager of General Electric 
Company, Bridgeport, Conn. He 
will plan sales promotion for the 
| consumers’ end of the radio, televi- 


sion and electronics department. 
| 


Full details of Van Camp’s i: 
‘duction of Tenderoni were rep: 
in ADVERTISING AGE, April 27. 


are 


ome 


tro- 


rtea 


aby Tale WONERTISING LINEAGE 


Ist Half 1941 Total 30,844 Lines 
Ist Half 1942 Total 40,337 Lines 


— GAIN 30.2% 


For information write 424 Madison Ave, N.Y. C 


one child. Age 31. 


Box 3762, 


Mechanical Production Man 


The closing of a business forces me to make 
| a new connection. | have had |4 years ex- 
perience with three large advertising agen- 
cies. | am thoroughly versed in all branches 
of the graphic arts. My value can be proven 
either with an advertising agency or as print- 
ing buyer for a manufacturer. Married and 


Advertising Age, Chicago. 
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Meat Packers Angry 
at Rationing Talk; 
Ac Plans Uncertain 


(Continued from Page 2) 


js boing presented, with adverse 


pub city on actual supplies of meat 
and the readiness of packers to do 
thei part in supplying meat to all 
mar: ets. 


A:mour & Co. has just released | 


a new advertising campaign, in 
which the job of feeding the armed 
forc-s is featured. The copy theme 
places little emphasis on direct 
product promotion, and warns civil- 
ians that meat may not always be 
available to them in the unlimited 
quantities of pre-war days. One 
Armour official, asked what possi- 
bility there was of the company’s 
turning to public relations copy to 
offset adverse criticism, said that 
the picture is too muddied to per- 
mit such a change now. So many 
vital decisions are still to come from 
Washington, this spokesman de- 
clared, that no statement could be 
made by Armour at this time. Long- 
range planning seemed impossible, 
and the darts hurled by critics at 
the packers seemed very unfair, he 
said, in view of the fact that “pack- 
ers have been losing their shirts,” 
but have continued to do the job | 
they promised the government they 
would do. 


AMI Plans Unchanged 


Norman Draper, secretary of the 
American Meat Institute, told 
ADVERTISING AGE that the Institute 
has no plans to direct advertising 
toward the meat shortage problem 
at this time. The promotional ma- 
terial which AMI is using, Mr. 
Draper believes, pretty well pro- 
tects the Institute on the rationing- 
shortage situation. He called atten- 
tion to the advertising themes used 
by individual packers which em- 
phasize the services of the meat 
industry in supplying the armies of 
this country and our allies. 


Swift Delays Schedule 


Swift & Co., with an advertising 
program scheduled for insertion in 
business papers of the meat indus- 
try, deferred it when the storm 
broke during the last fortnight. 
Public relations worry the company, 
but dealer relations seem to be the 
tensest spot. The dealers are wor- 
ried, and OPA’s turgid action only 
scares them more. In this connec- 
tion, one Swift official commended 
the trade press for its sensible at 


titude, first in refusing to be stam- 
peded, second in coming straight to 
the sources of supply, the packers, 


lor its facts. In particular, he com- 
mended an editorial in Meat Mer- 
chandising which called upon meat 
retailers to show the same patrio- 


usm so far exhibited by the pack- 
ers, 
Leaving out for a moment the 


tconomic-political war which meat 
Price ceilings have invoked, the 
asic problem of the meat packer is 


‘0 transport his commodity from 
‘he livestock population center of 
he country in the West eastward 
‘0 the human population center. 
‘Ns haul averages around 900 
les The next factor is the ever- 


anging supply of meat, balanced 
‘Balt the ever-changing demand. 
‘Me vorst of the supply situation 
‘me in May, when for one week 
eee. 


2", of Caeby lath circu- 


lation is in the trading 
areas of cities over 
100,000 in population. 


For information write 424 Madison Ave, WY. C 


Swift could not supply its Arrow 
beef to dealers because the armed 
services had heaped demands on 
the company, and suppliers—still 
frightened by the recently imposed 
|price ceilings—were afraid to send 
|in their cattle. 

Warns Against Hasty Action 

| Meantime, Oscar G. Mayer, presi- 
dent of the Chicago packing com- 
pany and director of the American 
Meat Institute, told the meat deal- 
ers at a banquet session that he be- 
lieved no form of rationing 
;needed now, and that rationing 
|should be adopted only as a last 
resort. 

Mr. Mayer also warned against 
jhasty setting of ceiling prices on 
| livestock, “for this would bring in 
}an entirely new set of unmeasurable 
complications.” The packer took 
contemptuous notice of the 
|\less day” proposal which he called 
“a needlessly drastic and melo- 
|dramatic approach to this problem.” 

The meat center of the country 
is apparently disposed to await de- 
velopments from Washington. When 
the picture becomes crystallized, 
and the statements quit falling 
faster than the Luftwaffe, the pack- 
ers will be prepared to put their 
promotional foot forward. 


ARMOUR PROMOTION 
STRESSES ARMY MENUS 
(Picture on Page 35) 


Chicago, Aug. 17.— The best fed 
fighting men in the world, the 


1s 


i 


“meat- | 


‘armed forces of the United States, | 


|provide the theme for Armour 
Co.’s_ fall advertising campaign, 
slated to start in September 
of 18 magazines, 
business magazines. 

The advertisements point with 
pardonable pride to the fact that no 
new meat packing plants were 
erected by the government to meet 
the war emergency. ‘War,” reports 
Armour, “found the meat industry 
ready!” 


Show Typical Menus 

With interest in the 
peak, such advertising 
showing the menu for a week of 
soldier’s meals will bid for readers’ 
attention, as will such headlines as 
“Why the average soldier gains 
seven pounds in his first month in 
the Army.” 

The campaign, which will run for 
three months, will appear in Col- 
lier’s, Good Housekeeping, Fortune, 
Ladies’ Home Journal, 
Look, Life, McCall's, Newsweek, 
The Saturday Evening Post, Time, 
True Story and Woman’s Home 
Companion. Others on the list are 
Business Week, Farm Journal and 
Farmer's Wife, Nation’s Business 
and United States News. 


Civilians Considered 

Civilians, more meat conscious 
than ever since shortages in certain 
grades and cuts nipped the East re- 
cently, will be taken care of, Ar- 
mour copy declares. Speaking of 
the supplies which the company and 
other packers are shipping to our 
armed forces and to our allies, the 
copy says that Armour “supply- 
ing a major 
our folks at home,” 


Army at a 
tactics as 


is 


but ‘ 


in unlimited quantities to the home | WCSH, 


front—our 
first.” 

No direct product promotion, out- 
side of the well-known Armour star 
trademark, is employed 


Elliot Named Sales Mgr. 


M. B. Elliot, formerly transformer 
specialist for the East Central dis- 
trict, has been appointed sales man- 
ager of the unit equipment section 
of General Electric Company, Sche- 
nectady. 


boys in service come” 


'Mason Leaves Fire Group 


Jarvis Woolverton Mason, 
tising manager of The ! 
Group, Hartford, 


adver- 
National Fire 
Conn., has re- 


| signed, effective Sept. 1 


ys a: AM OR > 


ibis 
- “i or 


WILLIAM HART ADLER, | 


issues | 
farm papers and | the largest daytime networks, 
| carry 


DESIGNED FOR 'TWO-WAY' DISPLAY 


soastee * 


ua ¢.0, manny CO 0% 


C. D. Kenny Co., Baltimore, has re-designed its package for Norwood coffee to 


permit "two-faced" display. 


One face of the carton is designed with vertical 


composition, the other horizontal, permitting greater variety in floor, shelf and 
window displays. 


for Post Toasties 


Backs Winslow Show, 
Expands Dr. Malone, 
Shirer Networks 


New York, Aug. 20. 
the signing of 141 Blue Network 
and supplementary stations, one of 
to 
“Don Winslow of the Navy” 
on behalf of Post Toasties. 

The program will be broadcast at 
6-6:15 p. m., EWT, in the Eastern 
and Central time zones Mondays 
through Fridays, beginning Oct. 5. 
Stations in the Mountain time zone 
will receive the program at 4:45-5 
p. m., MWT, and after Oct. 23 
Pacific Coast stations will be sched- 
uled at 5-5:15 p. m., PWT. 

Sold as a package show by Trans- 
american Broadcasting, “Don Wins- 
low” has been tested on the Colum- 
bia Pacific Network during the past 


season. Benton & Bowles is the 


| agency. 


Liberty, | 


,over 


share of the meat for | Springfield; WTIC, 
‘not always | Philadelphia; 


| 15-minute 


General Foods also announced the 
expansion of two programs on other 
networks. 


Larger Sanka Network 


William L. Shirer’s Sunday news 
reports over CBS will be heard over 


an additional 26 stations, bringing 
the network total to 81, beginning 
Aug. 30 at 5:45-6 p. m., EWT. 


Young & Rubicam handles the pro- 
gram, currently assigned to Sanka 
coffee. 


Post Bran in East 


“Young Dr. Malone,” broadcast 
NBC for Post bran flakes, will 
add 14 basic stations in the Fast, 
beginning Aug. 31. Outlets. in- 
cluded are Stations WEAF, New 
York; WBAL, Baltimore; 
Boston; WBEN, Buffalo; WBZA, 
Hartford; KYW, 
KDKA, Pittsburgh; 
Portland, Me.; WJAR, 
Providence; WGY, Schenectady; 
WRC, Washington; WDEL, 
mington; and WTAG, Worcester, 
Benton & Bowles is the agency. 


Dorothy Thompson Back 


| 
| 


week contract was = iced by Russel 


General Foods Buys. * se co» 
141 Blue Stations 


Bob Hope Renewed 


Pepsodent Company, 
Lord & Thomas, has renewed the 
Bob Hope show, effective Sept. 22, 
for another 52-week period over 125 


| NBC stations, a boost of 59 outlets 


-~General | 
g& | Foods Corporation today announced 


WBZ, | 


Wil-| 


The Blue Network this week an-/|! 
nounced signing of a third renewal | 


for Trimount 
Company, maker of Clipper 
men’s clothes. Dorothy 
will be scheduled as commentator 
on 61 Blue stations at 9:45-10 p. m 
EWT, Sundays, beginning Sept. 20. 
The clothing company last year 
sponsored Miss Thompson and the 
Washington comments of William 
Hillman and Raymond Clapper. 
Emil Mogul, Inc., is the agency. 


contract 


Sheaffer Pen Signs 


“World News Parade,” weekly 
news digest featuring the 


NBC commentator, Upton Close, 
will take the air Sept. 20 at 2:15 
p. m., CWT, over 125 NBC stations 
for the W. A. Sheaffer Pen Com- 
pany, on behalf of Sheaffer pens 
and pencils and Skrip. The 52- 


Clothing | 
Craft | 
Thompson | 


| pe oh yh 
~ ea + sy owe 
a aa nk tee . Wig a is Sioa 


over the present contract. The pro- 
gram is aired Tuesdays at 9 p. m., 
CWT. 


Latham Joins Mutual 


Jack Latham, who recently re- 
signed as executive vice-president 
of the American Network of FM 
stations, has been named assistant 
sales manager of the Mutual Broad- 
casting System, effective Aug. 24. 
The American Network has closed 
its New York offices. 


Mills Adds Sang 

Federated Mills, New York, 
ufacturer of Solka cleansing tissues, 
has appointed Felix Sang as adver- 
tising manager. Mr. Sang formerly 
was with Egmont Arens industrial 
designer, and later with Parfams 
Romance, Inc. 


through | 


man- | 


CBS Buys WEEI., 
Ending 6 Year 
Lease from Utility 


Boston, Aug. 19.—The Columbia 
Broadcasting System will assume 
full title to the operating facilities 
of WEEI, Boston, on Aug. 31, fol- 
lowing completion of negotiations 
for the sale of the property by the 
Boston Edison Company, original 
licensee, from whom CBS has 
leased the station for six years. 

No changes in personnel, policies 
or facilities are planned. CBS has 
operated and managed the station 
throughout the lease. 

WEEI becomes the eighth CBS- 
owned station. Others are WABC, 
New York; WJSV, Washington; 
WBT, Charlotte; WBBM, Chicago; 
WCCO, Minneapolis - St. Paul; 
KMOX, St. Louis, and KNX, Holly- 
wood. 


Haddon Craftsmen 
to Close Camden Plant 


Because it “cannot compete with 
war industries to get labor,” Had- 
don Craftsmen, Camden, N. J., has 
decided to liquidate, and will close 
its plant by the end of this year. 
The sales and service organization 


located in New York will be con- 
tinued, however, to handle work of 
ithe Scranton, Pa., plant which is 


operated as the International Text- 
book Press. 

Until recently Haddon Craftsmen 
was primarily a printer of maga- 
zines, but for the past five months 
has confined itself to book printing 
and binding exclusively. The plant 
represents an investment of $1,000,- 
000 and has 700 employes with a 
yearly payroll of $1,000,000. 


.et Graby Tale SALES. 
ANALYZE YOUR PRODUCT FOR 
THE “NEW MOTHER MARKET" 


x 


For intormation write 424 Madison Ave, W.Y.¢ 


ZG; 


SWIFT 0) 
DRAW...TH 


sions, no 


Represented 
nationally by the 
Branham Co. 


and how 


Garnering inquiries at amazingly low cost 
- promoting sales at maximum econ- 
omy—these are every day accomplish- 
ments of KXYZ, Houston and KRIS, Cor- 
pus Christi. 
rich, populous Texas Gulf Coast with a 
variety of leading network programs which 
assure a high degree of listenership. 


If Texas is your market, certainly Houston 
and Corpus Christi are the two’ metro- 
politan centers you want to dominate be- 
cause these are Texas’ two fastest-growing 
cities. Here there are no plant conver- 


stock, farm produce and Gulf Coast manu- 
factured munitions are in great demand by 
a country at war. 


Todgy, let us tell you all about the “Twins” 


will save you considerable. 


\ 
THE SALES 
L Jims 


The “Twins” blanket the 


lay-offs . . . for oil, cotton, live 


their special combination rates 
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Eleanor Patterson 


THIS HECTIC LIFE 


two members of its editorial staff, 
J. Loy Maloney, managing editor, 


a 


and Stanley Johnston, war corre- 
spondent. 
Reveals Pressure The grand jury inquiry was or- @ 
: dered in Washington, D. C., by At- 
torney General Francis Biddle after 
l tf f the Navy Department cited the 
e er 0 man | Tribune for publishing a story in 
its June 7 editions that listed Jap- 
: anese vessels which were engaged | 
Publisher Offers in the Midway Island battle. William | 
$1,000 Reward for |D. Mitchell, former attorney gen- ed 
| ata ‘ ae 3 =, 
. 'eral who presented the evidence to = 
Clue to Writer the jurors, said in a statement that The rates for this department are as follows: a 
ca on Help Wanted, Positions Wanted, Representatives Wanted, 1d 
" ; he had conducted it “as fully ana tepresentatives Available,” 30 cents a line, minimun charge $1. . 
Washington, D. C., Aug. 19.— fairly as I know how” and that the cash with order, Z , . ed «ae 
Eleanor Patterson, publisher of the jury’s conclusion that no law was| 4 ee (single insertion rates): % in., $2.75; 1 to 
Washington Times-Herald, this week violated “settles the matter.” — 
used six-column display space in Col. Robert R. McCormick, editor HELP WANTED | POSITIONS WANTED 
her newspaper to offer a $1,000 and publisher of the Tribune, also EXCEPTIONAL | SPACE BUYER and CONTACT TAN 
eurer . a mati venali _ ‘ ‘ lari P OPPORTUNITY Sold $350,000) new yusiness f ar 
reward fot information revealing issued a statement declaring that he Wanted—Space Salesman of superior | ameney. Ranked among leadin go. 
the author of a letter received by | “never had the slightest fear of an) ability with knowledge of the civil| getters of Collier Organisati o} 
an advertiser urging cancellation of Sidney Garfield, president of Hirshon- indictment.” “The attitude of the et le teecliee dee mid ened orgy gue cut as ee eee 
his contracts with the publication. Garfield, Inc., New York, has a Monday- Tribune is today what it was before long established top-notch papers. | an agency. ma aes an 
Attention was called to a federal  through-Friday spot on Station WJZ now. |the grand jury investigation was ee Se oer M  yd — —_ Box 3778, ADV BRTISING AGE Y 
statute providing a $5,000 fine and) Each evening at 6:05 p. m. he describes | launched and as it was the day after tails abaet your nackarounh to Copy "oe ones ean 
10-year imprisonment for con- rod for nag average Gotham resident | Pear] Harbor,” he continued. “Our | Box 3769, ADVERTISING AGE, Chego. Trade paper and agency expe! 
spiracy “to injure, oppress, threaten, | Surfing this hectic year of 1942, and | whole effort is to win the war and| EXPERIENCED LAYOUT AND LET- | Box 3772, ADVERTISING AGE, \ igo 
len tiow tae eee matte : ‘ag, Offers a new slant on how to enjoy the TERING MAN. Must know and as- | young woman—15 years publis ing; 
or intimidate any citizen in the free metropolis | we will not indulge in any faction-| sist in Production. Small Advertising | advertising production; edit: al 
exercise or enjoyment of any right | ‘ alism excepting insofar as we are | Agency. Good future, Salary $40.00) makeup; layout complete _ mage ine | 
ie | © start sO > cre? e rOrK, Sé e 
or privilege secured to him by the | persecuted and have to defend our-| Box 3770, ADVERTISING AGE, Chgo. aon eee OVERTISING AGE. <. Y I 
constitution or laws of the United| Take away advertising and _the|selves.” POSITIONS WANTED Sescsenieh, camesenael wible -db. 
States.” paper becomes flaccid and impotent. (26 years of selling and preparing | tions, publicity man who can (ible ] 
Miss Patterson reproduced the! As an important company which business paper advertising. Con- | in brass on merchandising, sale 0- 
: : a . ‘ nected with the same publication for | motion and writing publicatio id- 
letter in full, saying, “obviously it| invests thousands and thousands of | N B & O Ad ithe past 20 years. 46 years of age,| vertising copy, now employed de. 
was prepared by a person or per-/|dollars in advertising, your firm is ew Ss | with proven sotiinag atts. vornanal | sires change. go ge gE bi- 
. . . 4: . co acts e% ,r apencies ¢ | me o or food agency OF ¢ ¢ er 
sons well acquainted with news- in a position to do important harm t Pl E ] ’ ee po cn Tie a Se in Be eee capable, versatile m: of ~ 
paper practices and advertising| to a newspaper by withdrawing its | oO ug mp oyes | tral west and east. ace ¢ | prov a Oy 49 : 
methods. Obviously, also, it is de-| planned advertising linage. It would R ] : W Eff | Box 3774, ADVERTISING AGE, Chgo. | Box 8171, ADVERTISING AGS, (ne th 
signed to injure the Washington) not be too difficult a matter to Oo e in ar ort | + —— eg 
Times-Herald as punishment for| shift advertising—or at least a bulk Baltimore, Aug. 19. — Believing | - fixtures and Venetian blinds is not th 
continuing to exercise as a free,of it—from one newspaper to an- | that the importance of the railroad ITs¢ 10 eature only to show ways of draping ndi- 
press, guaranteed its freedom by the | other; it would be a striking blow employe is too often overlooked by | vidual windows, but to offer a wide ” 
constitution of the United States.” to the newspaper losing the linage. | the public Baltimore & Ohio Rail- P + variety of attractive room treat- a 
“The Times-Herald has a large | road asennad an institutional c: Com lete Room ments for women to choose m , 
‘ . p . : ‘ « “ “ s € cam- ° ‘ : +} 
Charges Axis Line circulation indeed, but why select paign in newspapers this week fea- p In this way, women can see the - 
The letter, as reproduced in the advertising media on the basis of turing the slogan “Railroad Workers 7 effect of a smart window treat ent evi 
Times-Herald, follows: circulation alone? You wouldn't) Are War Workers.” Ad lon an entire room. This ty} of 7 
“The New York newspaper PM |advertise in a German Bund news- Insertions will appear in 147 rea men in § | selling also has proved effective for “o 
has been exposing for some time | paper or the Daily Worker or a Ku papers covering 92 “on-line” cities jour dealers ; rw . 
the Axis line used by the publishers Klux Klan publication. Why place Sturgis, Mich., Aug. 20. —Sensing | While war production limit tion “' 
of the Chicago Daily Tribune, the | your advertising in a newspaper | ‘continued interest in home decora-| Orders restrict the amount of steel a 
New York News and the Washing- | that does everything in its power to | . i |tion, and having a newly developed | @nd_ other metals which may be 
ton Times-Herald. PM has printed | fight the President and his direc- | Shippers S Cars line, the Kirsch Company, manu- used in drapery fixtures and Vene- 
not witty little essays or theoretical | tion of the war program? FOR VICTORY facturer of drapery fixtures and van blinds, Kirsch - . fortunat con 
fancies, but documented proof that No National Attack Venetian blinds, has scheduled a | P0S!tion because, along with its wal re 
a definite dangerous parallel propa- = | new fall advertising campaign simi- work, it has shown ingenuity in ligt 
ganda of defeatism exists between “May I refer your attention to ee ee aed a : adapting itself to new _ situations Ist, 
lamiec - \ \lar to drives which have produced |), me - Chi 
the editorial pages of these three the issues of PM, dated Aug. 6, 7, | “@ ' ; ; . _../New Kirschwood Venetian blinds 
: 4 , > outstanding results for the company ; F 
papers and the official Axis propa- 8, 9, 10. They tell very simply and ¥ \ 7 lin the past for instance, made of wood, are said , 
ii > past. pears ise 
‘ ‘ s“man: ’ . _ P ic Sk ‘ he e f - . : > cleveres , sty] 
ganda emanating from Berlin and qu ckly the things ibout the Patter sae ¢ SS A series of aggressive, hard-hit- to be one of the cleverest new styl jin 
Tokio. son press that an enlightened, dem- : tne mations, waensine advertise |e in the company’s fall line 
“Newspapers, good and bad, exist ocratic-minded, patriotic advertiser ments pene directly at oat Con ae pe 
ai , ° P rartict ova s c , >y ar j . > As the B & © continues to set new records in the - . . as Cop} 
pre oy edge ee ete ert Brg loca: all vit handling of freight co end Grnm casas sumer’s need to decorate, and reas- Sears Uses One-Shot Wal 
‘ertising makes the newspaper. 5! : , adage ’ us pies fm, exagties & Ge Ge é 2coré ; 
if we are to survive and go on. shipper whese depesch in leading ond enlonding ster her — — pone agen Copy for Ice Boxes Bus: 
‘ » cars assists in ny rec possble. | far > Ss 7 SS 4 ~ . DV 
“Hitler is our enemy. Don't aid ne . ze aa aahaiahe a gg aa noe ae a “0 “00 the Sears, Roebuck & Co. advertised : » 
_those who aid Hitler! Stop giving ao doa an tin beedan den sae ee — — _— —_ y - convertible refrigerator last week in j Chet 
money to Hitler’s helpers!” employees, they realize that efhcrent transporta- company and its agency, Brooke, larger cities of the country where its plas! 
COLOR ILLUSIONS AND MAGIC . > wee as alti tion is the plus factor required to win the war. Smith, French & Dorrance, Detroit. | “A” stores are located. The cop) serie 
The letter was dated Baltimore, | | The new campaign will appear in| was a single shot, announcing tha! D 
Py . Aug. 10. N si ilar i ave | » ‘ < c as as a s 8 9 © & . l 
The tenth folder in our Color 8 o similar letters have Bl. allimore {5 ahio |American Home, The American| Sears is selling a Coldspot ice bOX & pricg 
Facts series presents a number been reported by national adver- te play |Weekly, Better Homes and Gardens Which it will convert to an electri vert 
of optical illusions which prove tisers to New York representatives | and Ladies’ Home Journal refrigerator after the war.  Put- vas 
that seeing is not always be- of the Times-Herald or to the New | ‘ A took on window decoration has |CD@sers were offered a certificate was 
Nevin Thi lorful “ad York Daily News. served by the B & O for the next 00 — windov - ore - 8S| which will entitle them to electri 
ing. s colo older, eight weeks. been - designed, offering helpful, units when the government agai! 
Prepared for your amusement GRAND JURY REFUSES | Each headline will emphasize con- practical tips on all types of deco- | permits their production for civilia Wa 
ee! TRIBUNE’ INDICTMENT tributions to victory being made by |'@tion problems. It includes an use. , ee Re 
able upon request. Chicago, Aug. 20.—A_ federal|ailroads and shippers, and copy unusual color selector, never before Behind the advertisements lay « ppo 
— ; .¢| Will consis ' “.|shown as part of a comprehensive | story of quick ingenuity on the pal @ yw. 
EAGLE PRINTING INK co. grand jury, after extended study of | Will consist of brief messages)” 1 ide. This book will be fea- of the mail order company. Sears i 
DIVISION : GENERAL PRINTING INK CORP. charges that the newspaper had | Pointed up with illustrations, some | C°!0T 8ulde. 1S DOOR Wil US tea ' |. cteatie whe aaah e- cum 
ewspape ad |' ote : oe had originally planned such a fr 
100 SIXTH AVENUE, NEW YORK riols unions ' in cartoon styl A patriotic i¢ | tured in the ads and readers will be | ;*: — ee nd 
CHICAGO CINCINNATI PHILADELPHIA violated the espionage act, refused |'n Cafioon stye. A patriotic motit| ged to send for their copies im-|!tigerator-ice box in April, Du” Bi offic, 
JERAGY CITY.” BALTINONG. Comommrne yesterday to vote indictments will be introduced into the signa- wai hy hp Ros oe =i t with the exception of 100 made fo! hice 
against the Chicago Tribune and ture of each ad by overlaying the |™* arep fd _ Girects readers ‘0! tests—was denied the right to man- @ .. 1. 
letters “B” and “O” with stars and Kirsch dealers for the actual mer-| yfacture them. The company wés Worl, 
| Stripes. Richard A. Foley Adver- chandise. left, however, with a number 0 Mj 
'tising Agency, Philadelphia, directs Judging from past results, a big|Coldspot cabinets, and sough WPE 
lthe account. . ~|yesponse is expected. In 1941, the| permission to turn the cabinets inl - 
E d F 4 4 H A . coupon returns from a similar cam- | ice ae the “9 ‘eee 
: . |an ice she rip pan and < 4 
xperience ele) n paign which featured a free book |“ hh came he eae 
P a ome PP tance Lew Schwartz Bu s on “Smart Window Treatments,” system. WPB assenting, be : ¢ 
Li Publi i were the largest in the company’s Pa ee Se eee a 
| uor Publications a ompany's | boxes, distributed them, and prom 
COPYWRITER | “yi Schwartz, for the past fiv history. ised the motors to make them Tf 
oe werd, tor the past live There is plenty of evidence, the frigerators after the war. more 
|years managing editor of Liquor : : ; 
Yy Publicat i. n s, company maintains, to show that are being made. 4 
se Inc. New York. American women—along with their : mmmraag 
Available immediately S has purchased | Varied war efforts—are still inter- Cunningham to Chic 1go0 
towel & ——— — 7 nas gang gra oe W. D. Cunningham, merl} 
4 . e avers, piri s homes. rova y one reason 1S Na manager of the St. Louis fice 
Capable, fast writer, well grounded in the combined with their families are spending more Cereal Byproducts Comps y, > 3M] 
P P American Wine time than ever in the home. At been appointed sales man se! f | 
fund tals of mod fic, ad & L J 's Chi 
ungamenfais of mogern, scienti ic, a vertis- nal ae se any rate, Kirsch has placed itself in the company’s Chicago terr ‘or 
State R aartnon a position to help answer the desire 


for attractive homes by developing 
its fall lines so as to eliminate the 
use of critical materials. 


ing technique; agency experience on two Liquor News and 
Red Book Direc- 


large food accounts, radio account, automo- tory of the Wine 


& Liquor Trades, “Women are interested in the 

. " the company’s!decoration of a complete room,” 

bile accessory account; college graduate, Lew Schwartz _ .“¥ said Arthur W. Evers, advertising 

ay, -rom the estate| and sales promotion manager of 

‘ good health, even temperament, 3-A draft. of the late William Margolis. Kirsch, “so we have found that the 


A graduate of McGill University, 
Montreal, Mr. Schwartz served on 
Canadian newspapers before com- 
ing to New York to join the World- 
Telegram. Later he was on the edi- 


most effective way to sell drapery 


—_— Prefer Chicago connection. Address Box 
; 3768, Advertising Age, Chicago. 


MONTREAL 


torial staff of Fairchild Publications, 
Wine 


TORONTO 


before joining American 


& 
Liquor Journal in 1937. 


WINNIPEG 
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This strikingly similar copy, featuring the same designer, appeared last week. 


The Durez advertisement ran in Business 


Week, the Bohn copy in the Wall Street 


Journal. 


Walker Travels— 
He Appears in Two 
Ads in One Week 


Chicago, Aug. 20.—One of those 
coincidences which make _ readers 
think they’re seeing double occurred 


Private Lines 


A shaft of light may soon pierce 
the clouds that obscure the issue of 
what advertising is allowable as a 
deductible item for tax purposes. 
Treasury’s vague statement of pol- 
icy has made the need for clarifica- 
tion urgent, and a flood of inquiries 
from advertisers and agencies is ex- 
pected to produce some explanatory 
comment soon. 
} * 
| Under the Treasury’s new ac- 
'commodation of reviewing proposed 
advertising programs and passing 
on the expenditure with relation to 
tax deductions, one aircraft builder 


jis said to have upped its budget 
from $50,000 to $1,500,000. 


What some of the boys in the War 
Department Bureau of Public Rela- 
tions don’t know is impeding dis- 
semination of valuable technical 
information in the industrial press. 


Shade Institute 
Ends 3-Year Lapse 


with New Drive 


New York, Aug. 20.—The Window 
Shade Institute returned to the 
ranks of active advertisers this 


|Elmer Davis is studying the situa- 
tion, brought to his attention when 
ja technical article describing the 
|Ford ferrosilicon method of mag- 
/nesium smeltering was deferred by 
the War Department. It contained 


nothing not known to the Germans | 


five years ago. 


att 


| Publishing circles have an atten- 


this week when two advertisers hit|week with the launching of full- tive eye trained on last weekend's 
on similar themes, and illustrated | page magazine copy keyed to the) post Office complaint against Faw- 


them with the same man. 


/nation’s war effort. The new cam- 


cett Publications’ True Confessions, 


. | . ‘ : 
Bohn Aluminum and Brass Cor-|paign, scheduled in Life and The|ceyeral of whose recent issues were 


poration, Detroit, has just inaugu- 
rated a new series featuring George 


Walker, well-known aerodynamic 
designer. The copy, which runs 
every other month, shows ultra- 
modern automobiles, airplanes, 


streamlined buses, etc., which will 


be commonplace—designers believe | 


—in the post-war era. 

The Bohn campaign, placed di- 
rect, will appear in Business Week, 
Fortune, Newsweek and Time, the 
Walker ads being interspersed with 
conventional institutional copy. Two 
financial newspapers are also on the 


list, the Wall Street Journal and the | 


Chicago Journal of Commerce. 

Bohn ran a quarter page adver- 
tisement in the Wall Street Journal 
and the current Business Week 
appeared with amazingly similar 
copy, also featuring Designer 
Walker and his vehicles. But the 
Business Week copy was signed, not 
by Bohn, but by Durez Plastic & 
Chemical, and was a part of the 
plastic maker’s regular campaign, a 
series which began in January. 
Durez reported itself as “sur- 
prised” when it saw the Bohn ad- 
vertisement, and Bohn presumably 
was equally amazed. 


Wadman Names Cotton 
Rex W. Wadman, publisher, has 
ppointed Willard R. Cotton as 
Western manager for World Petro- 
eum and Diesel Progress, Sugar 
nd El Mundo Azucarero, with 
fices at 307 N. Michigan avenue, 
hicago. Victor N. Raiser has been 
tamed advertising manager of 
Vorld Petroleum, New York. 


ee 


|Saturday Evening Post throughout 
| the remainder of the year, repre- 
|sented the first consumer copy to 
appear over the institute’s signa- 
ture since 1938. Ten shade compa- 
nies were listed as being sponsors 
of the message. 

Captioned, “Ways to put your 
home on a wartime basis,” the copy 
pointed out that “thousands have 
signed the U. S. government’s con- 
sumer pledge to do these three 
things: buy carefully; take care of 
the things you have; waste noth- 
ing.” The ad then explained “how 
your cloth window shades can help 
| your conservation program.” Proper 
| use of window shades to keep homes 
warmer in winter, with resultant 
|fuel savings, and cooler in summer, 
|was described. The advantages of 
| light-proof shades in providing 
|restful daytime sleeping for night 
workers was also emphasized, as 
well as the effectiveness of cloth 
shades for blackout protection. 
| The ad offered a free pamphlet 
‘telling “how to make your window 
|shades work for you in wartime,” 
| obtainable either from dealers or the 
institute. J. Walter Thompson Com- 
|pany is the agency. 
| 
Campaigns for Vitamin 
Improved Milk 

To introduce its new, improved 
Golden-V, vitamin-enriched milk, 
Golden State Company, San Fran- 
cisco, has launched a_ state-wide 
campaign using large-space adver- 
tisements in 17 newspapers, plus 
spot radio. Ruthrauff & Ryan is 
the agency. 
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termed unmailable under second 
class, long after they had been dis- 
tributed. Expectation is that Faw- 
cett will fight the case vigorously. 
Indications are that “decency” zea- 
lots are stepping up the tempo of 
their activities. 
xe *e 
Personnel of both the Advertising 
Council and the newly - organized 
campaigns bureau of the Office of 
War Information are being plagued 
by media salesmen anxious to 
secure inclusion of their publica- 
tions and radio stations in present 
and projected war information pro- 
grams. Actually neither the Ad 
Council nor the OWI selects media 
for industry-sponsored campaigns. 
|The lists have been made up en- 
tirely by the advertising agencies 
| placing the campaigns. 
* K as 


| Members of the advertising field 
and the iron and steel industries are 
worried about early field reports on 
the scrap salvage drive. The entire 
campaign was planned for a maxi- 
mum of localized followup, both 
vertically by industries, and hori- 
zontally in each locale. But the final 
link in a successful chain is missing. 
Scrap salvage committees of local 
defense councils have neither the 
personnel nor the facilities to follow 


-< 


through with intensive house-to- 
house collection. 
aK of Ms 
Greatest time-saver in the War 
Production Board has been the) 


institution of regulations requiring 
passes for every visitor to the mam- 


moth Social Security and Railroad | 


Retirement buildings. Although re- 
ceptionists handle the traffic with- 
out delay, many a visitor thinks 
twice before requesting a formal 
interview. Number of visitors to 
WPB offices has fallen off 50 per 


cent since the plan went into effect. 
oe * * 


Office of War Information, organ- | 


ized to increase the flow of war 
news to the public, is actually tight- 
ening control on news of its own 
operations. All news of the 
division must have the personal 
approval of William B. Lewis or 
Douglas Meservey, chief and deputy 
chief, respectively. All news of ad- 
vertising campaigns, including those 
prepared by the Advertising Coun- 
cil, must bear the okay of Ken R. 


Dyke, clerk of the bureau of cam- | 


paigns. 
* 7” * 


Considerable interest in the chew- 


ing gum and candy fields has been | 


aroused by an article in Science, 
which recently reported that syn- 
thetic Vitamin K, taken in sugar 
candy or chewing gum, may be the 


answer to preventing tooth decay. | 


Vitamin K_ is 


the blood-clotting 


vitamin, and in the mouth prevents 


radio | 


high acidity, now accepted as the 
foremost cause of tooth decay. The 
report is based on the findings of 
three staff members of the North- 
western Dental School and chemi- 
cal department. Incorporation of 
Vitamin K in candy would lay at 
rest, perhaps, one of the most per- 
sistent public relations bugaboos 
candy makers have been forced to 
combat. Chewing gum makers have 
stressed dental health frequently. 
€ 1 = 


The importance of watching what 
is happening to competition in the 
great war shake-up of busiess, is 
suggested by Reiss Advertising in 
its house organ, “Tested Industrial 
Ideas." Some competitors may be 
practically out of their original 
businesses, while others may be do- 
ing war work without major shifts 
in their regular production, it says. 

wh * % 

Some brewers and soft drink bot- 
tlers fear that the government will 
halt entirely their use of crowns 
for bottle caps. One report is that 
authorities will freeze supplies of 
scrap steel, preventing the industry 
from purchasing the necessary tin 
!cans to manufacture into crowns. 

Washington officials also are said 
|}to have drawn up a plan whereby 
breweries which are able to supply 
the needs of their own state would 
not be allowed to “export” the prod- 
uct to other states. Similarly, “im- 
ports” by out-of-state brewers 
would be banned to these self-sup- 
porting states as a means of con- 
serving transportation facilities 


Thoma to Towell Agency 

Harry Thoma has resigned as as- 
sistant secretary of the Wisconsin 
Alumni Association and editor of 
the “Wisconsin Alumni,” association 
quarterly, to join the Arthur Towell 
| Advertising Agency, Madison, Wis. 


| 
| 


| Hal H. Thurber, account execu- 
tive with D’Arcy Advertising Com- 
pany, St. Louis, has been appointed 
| a vice-president of the agency. 


‘D’Arcy Advances Thurber 


Comics in Ads 
Attack Car Waste 
for State Board 


Albany, N. Y., Aug. 19.—Small 
spots in the space advertising of 
New York State firms will shortly 
attack the problem of reducing 
waste of transportation facilities. 

Newspapers and advertisers 
throughout the state are being fur- 
nished with mats of cartoons fea- 
turing “Sappy the Sabotire,” 

comic 
SAPPY the SABOTIRE who fails to 
(we ean war i) share his car, 


WEDNESDAY FOR THIS asks unnecessary 
PARING KNIFE - a 


a 
character 


SEND IT areas (5 deliveries, stops 

4\2 on a dime and 
CaN & otherwise wastes 
ba , rubber and gas. 


The campaign 
is under the 
supervision of 
the War Trans- 
portation Com- 
mittee of the State of New York, 
headed by Carroll E. Mealey, presi- 
dent of the state tax commission. 

Newspaper cartoons have been 
prepared by J. Walter Thompson 
Company and radio copy by J. M. 
Mathes, Inc. Both agencies con- 
'tributed creative talent. Production 
costs for the campaign were paid by 
| the state. 


Sidney Wells Reelected 

| Sidney A. Wells, art director of 
McCann-Erickson, has been re- 
‘elected president of the Art Direc- 
tors Club of Chicago for the 1942- 
43 season. All other officers were 
retained. They are Harvey Olsen, 
Needham, Louis & Brorby, first 
vice-president; Malcolm A. Jen- 
nings, Macfarland, Aveyard & Co., 
second vice-president; Wilbur 
Smart, Buchen Company, secretary; 
and John S. Brookes of John S. 
Brookes & Sons, treasurer. 


Offers Wood Products 


Lyon Metal Products, Aurora, II1., 
is offering shoprobes, lockers and 
cabinets made of wood, to replace 
| the steel products which cannot be 
produced for the duration. 


‘SORRY, SON. 
/M TOO BUSY 


- 


"You see, 
of us here in 


Uncle Sam. 


tion ( 


NATIONAL REPRESENTATIVES 
THE ALLEN-KLAPP CO. 


ica right now. 


"You run along, son, and have a good time. 


and expanding market. 


we War Workers, and there are 36,526 
the Tri Cities, have a BIG JOB to do for 
This is one of the busiest places in Amer- 


We're working top speed, day and 


night, building guns, tanks and parts for planes and 
ships to keep our country free and the world a safe 
place for humans to live. 


“I'd love to go with you but every hour | put in 
helps to save lives and shorten the war. 


Some- 


day, when we've driven the Nazis and the Nips back, 
you and | will take a real long trip to the north woods 
and pull in some big ones.” 


ROCK ISLAND-MOLINE 


with 103,526 of the 174,995 Tri-Cities popula- 


1940 Census), DOMINATE this war-busy 
Over 70% of the 


Tri-Cities industrial employment origi:ates in 
the Moline-Rock Island zone. 


ROCK ISLAND 
ARGUS 


ey ane i) ge Ae? ee: es Reh eS SY ates i AS Sg Be ee ae ; 2 
“on dina as pos Mi * . “ + de tia Ba z 2% @ ? Oat gnse' soy Teor ie aan 3 . ae s ee ae ; a ee a ts okt 8 2g 7 Are ae be + 
) Auzust 24, J a m ' 
ad ———————————=—=—_—_—_—_—[—[—<—<€<——E_E_E_E_$_>_—_—_—__ 
= | f 
= ae soy rf + oy towoRE a 
re  — ———— 
as pa if LY | 
nancy a ae ~ / ; 
a a Ot BEE SS 
|: ee, 4 Qe e 
Ae owe = 5 emma = 
Shes, ‘ 
a ¥ Sai SSeS SS boy 
, cet enpern, cog <b ae Semen ewe a eee ing. 
nm : Doreen stating glen: Shenge etl sume & . oumre am Si ee Eee = 
a oS ee See a — ea can SS a 
S Somes Sea cons TE SS SS , 
n,, . SSS SS Sette Se visti 
- : SS SSS ae dime nie te ‘a 
an Fe. i cates Nihieens oF Sa : £ ies 
ft : r . : * a: : 
woe Acmanen » mnueainme . Gan 4 WOMeD . AERRAML IND eager + 
Ree - 
ut ee Bi J 
ee Se ae 
Y . =a 
ela. e. 
i Se 
eer | Fs 
of ~ 
gi é pa 
— I SR ee 
not oe 
di- 
at- t 
m 
the 
[ment bil oll. 
co ia ee : 
e : o 
ations m 
blinds “hd 
re said 
yw style a 
ine tte 
| | . > Bs a 
| i>} P 
| {| aL / 4 om Ps ; 
=i = y 
> 4 Ss 
| Si — \ ig Pe 
| [xs ~ <arviig 
y, | a 
—_—_— { Z = 
o — mer 
a all ee 
ict 
' “) a & 
@ | oie 
——— «=O 
—— © 
_|| | Sani. ae ds | . 
= BYR iy ; | te ee 
SiS’ 4 US ———_ a 
es ~» 
cago 7) s » - : I : i 
‘ merly 4 a ’ p '$ LS ap 
fice | "| © A OY Be . S ee 
y, = ; Ee, % . . : > : 
a | a \ 4 | SS iB Oe 
1 10rY Scan aay 4 Lr Pi — 
SS Ww <a > Se = COE 
w || Soe aS oe 
gil > K ——_——_—__ aaa 
ZA _ eee — 
TS eeeee—“(tissSCSCSCSCéséSG 
“= aate : si er oe : Sy os ‘i vaca ’ . 2 : ert ‘it a ap i ; = mee ; aig e : r. : Bs 3 Ms ; eee he , ’ 3 gi aba * 
cash aa : Tevhelet ighthee Sowa, <j ee aE Se i ™ a Ff: ep, oy : sag. Pee eee No Cee ae : 
ab, TA ine = ae Pe a AP ie, ee alee eta ae ae > by ik a: a me fee eee 5 ite eee RS sh. Pte tee, Se TE OUP ora RR. SA HAS : 
ee, Pll. een a ea Bs id ty bate OL. i % tf, mie Ragte ei niie) ae oe hee eieies ee + are ties, lg ~ Sy See a 


34 


ADVERTISING AGE 


August 24, i942 


Kyser Audience 
Gains; Winchell 
Retains Ist Place 


New York, Aug. 18.—Kay Kyser 
jumped two notches to second place 
in the Aug. 15 Hooper national pro- 
gram ratings, while Walter Win- 
chell continued to hold first place, 
despite a two point drop from his 
peak 19.8 rating of two weeks ago. 

First 15 programs in the Hooper 
coincidental ratings were: Walter 
Winchell, 17.5; Kay Kyser, 13.2; Mr. 
District Attorney, 12.3; Frank Mor- 
gan, 11.7; Information Please, 11.0; 
Rudy Vallee, 10.9; Star Spangled 
Vaudeville, 9.8; Take It or Leave 
It, 9.8; Kraft Music Hall, 9.7; Your 


Hit Parade, 9.6; How’m I Doin’, 9.4: | 


Saturday Nite Serenade, 9.0; Ad- 
ventures of the Thin Man, 8.9; 
Major Bowes, 8.7; and One Man’s 
Family, 8.5. 

The continuous radio use index 
for the period was 20.3, up three 
tenths from July 30, and up 3.1 


from the Aug. i5 report of last year. 
The network program audience in- 
dex stood at 6.5, down two-tenths 
from July 30, but up 1.3 from last 
year. Losses were registered by 55 
programs, gains by 39, and seven 
were unchanged. 


Issues Football Schedules 


Standard Accident Insurance 
Company, Detroit, has sent its 
agents the company’s 15th annual 
football schedule of leading teams. 


‘Liberty’ Magazine 
Passes into Hands 
of New Management 


(Continued from Page 1) 


owned by Mr. Macfadden, which 
passed into the hands of the Mc- 
Cormick - Patterson interests. De- 
spite the efforts of Max Annenberg, 
trouble-shooter extraordinary, the 


|Detroit paper proved to be a dud 


and was subsequently dropped. 
Under Macfadden management, 

Liberty’s initial circulation guaran- 

tee was 2,000,000 copies. Actual net 


|vertising revenue, 
'715,008 in 1931, rose to a peak of 


Circulation climbed in the years 
that followed to a high of 2,525,761 
net paid average during 1940. Ad- 
which was $3,- 


$4,736,997 in 1940. Volume carried 
by Liberty in 1941 was approxi- 
mately 8 per cent below that of the 
previous year, while during the first 
seven months of 1942 linage 
dropped approximately 23 per cent 
from the volume for the compar- 
able period of 1941. 

Last April Liberty increased its 
single copy price from five to ten 
cents, and thereafter suffered a seri- 
ous decline in circulation, which 
fell far below the latest guarantee 
of 1,800,000. It is believed that boy 
sales suffered particularly as a re- 


] | svmacuse ~~ 
oe 


-? 


FBP a, 


when he sits at the piano! 


For six consecutive years Fred Jeske has been the biggest single factor in building 
ARPEAKO sales in Syracuse. This cheerful, talented radio man—Central New York’ s 
best-known, longest-known and most widely listened-to entertainer—started his 


Timekeeper Program way back in August, 1936. (It's a morning participating 
program with non-competitive sponsors.) Since then both he and the sales of 
Arpeako meat products have gone steadily onward and upward against constant 
lower-priced competition. Fred Jeske is typical of the high-grade, experienced 
cooperation you get from WSYR—proof that our extra care and extra effort will 
sell your products better. 


“The Perfect Combination’’— 5000 Watts at 570 ke 


WSYR SYRACUSE, N.Y. H. C. Wilder, Pres. 


BASIC NBC RED NETWORK STATION 


| paid average for 1931 was 2,399,667. | sult of the higher price. Th 


|to other types of containers. 


a heavy blow to the magazine, aie 
nearly 40 per cent of last ar’s 
circulation—997,900 out of 2,508,03¢ 
copies per issue — was ach ievyeg 
through this form of distribution 
Current circulation, estimat: at 
1,200,000, reflects this develo; lent 
most vividly. The initial guarantee 
of 1,100,000, expected to be ap. 
nounced by the new management, 
in effect wipes the slate clean ingo. 
far as boy sales are concerne 

In assuming his new dut at 
Liberty, Mr. Hunter will con inye 
as head of Screenland, Silver S:reen 
and Movie Show. He has appo nteq 
Homer Rockwell, Eastern advertis. 
ing manager of the Scree: ang 
magazines, as vice-president ang 
general manager of that group. thus 
lightening the load. 

Mr. Hunter became affiliated with 
the Screenland group about 12 » ears 
ago, after having served in edit jria} 
and sales capacities with Hears 
Magazines. When he was placed jn 
charge of the Screenland maga’ ines 
they were in the red, but unde: his 
management they were guided »4nto 
the right side of the ledger. As a 
result of this performance, Mr 
Hunter was picked to tackle the 
Liberty assignment. 

O. J. Elder, president of Macfad- 
den Publications, told advertisers 
and agencies today, “It is our con- 
fident belief that this move wil] 
greatly strengthen both Liberty and 
the Macfadden monthly magazine 


operations.” 

Despite the fact that Liberty's 
newsstand circulation at ten cents 
has shown a_ promising upward 
trend, he said, increased editorial 
costs “would exceed the profit yield 
of the Macfadden monthlies.” The 
separation of Liberty from the 
monthly picture, with an entirely 
separate financial structure, wil! 
make these editorial improvements 
possible, he added. 

Mr. Elder pointed out that the 
Macfadden monthly magazines, 
which have had an uninterrupted 
history of profits since 1939, will 
now be relieved of financial respon- 
sibility for Liberty. Ample funds 
will henceforth be available for 
continued publishing improvements, 
he said. 

All Macfadden units—True Story 
the Macfadden Women’s Group and 
the detective group—are running 
well over circulation guarantees 
Mr. Elder reported, with circulation 
and advertising revenues in excess 
of $7,000,000 a year. 


Tube Reclamation Brings 
40 Tons of Metal a Month 


The tube-for-tube exchange over 
toilet goods counters is now netting 
war production 40 tons a month o! 
critical metal. This amount does 
not satisfy either WPB officials oF 
the Tin Salvage Institute, reclaimer 
of tin tube containers for the gov- 
ernment. The Institute estimates 
that during the first three months 
of 1942 the American public used : 
monthly average of more than 60 
tons of metal in tubes. 

Since the tube exchange orde! 
went into effect on May 11, business 
reports show a 50 per cent shift 


<7 & COMPANY | 


NATIONAL RADIO STATION REPRESENTATIVES 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


GIANT 'BOOK' FIGURES IN G-E DRIVE A WINNER 
| 


eV SES 


U. S. SERVICES HAVE NO 'BEEF' 


Meet the best fed fighters 


in the world— 
the U.S. Soldier, Sailor and Marine! 


TANTIAL 


7 iGHT Me 4 RIBUTORS 
S- en ONTLENECH ' ‘ AMERICA’S 
id : : ; EFFORT 


Not ene man in tee ate as 
neering well balmnced meals 
at home as he dees in the U.S 


Armed Parces today 


rs THAT FREEDOM T - =. a 
ial , 


cot an taputent @8 


his The iluminated wartime lighting service record book shown here will be used to 

nto list the names of men in the industry who take leading parts in an all-out cam- 

5a paign to improve lighting in war factories. Left to right are L. C. Kent, director 

of the General Electric Institute, and W. G. Darley, who will supervise judging 
of candidates for the light “club.” 


DISPLAY PROMOTES LENTHERIC PRODUCTS 


on- 
will 
and 
zine 


June Cox models the dinner gown voted 

one of the grand prize winners in the 

third American Fashions Competition 

sponsored by the Chicago Tribune. 

Donald Frist, Clinton, Ind., designed this 

beige costume. Men designers also won 
the two other big awards. 


SPURS DRIVE 


rty’s 
ents 
vard 
rial 
yield 
The 
the 
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will 
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>» for 
nents, 


: Although some civilians have experienced shortages of certain grades and cuts 
of meats, the armed services of the United States are the world's best-fed fighting 
men. This is the theme of a campaign for Armour & Co., which breaks in Septem- 
ber issues of 18 magazines and farm papers, and plays up the packer's role in 

helps give em a wartime economy. Civilians will - their requirements, but perhaps not in 


THE fou CE the “unlimited quantities’ of peacetime. (Story on Page 31). 


RETAINING A WELL-KNOWN MESSAGE 


Story 
p and 
nning 
ntees 
lation 
excess 


Copeland Displays designed this counter display for the Lentheric soft-focus pro- 
motional unit now being distributed to U. S. department and drug stores. 
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EVERYONE CAN HELP IN WAR EFFORT 


— 


| 

| Now the Armed forces come first 
igs 
| 


4 “{. / > »/ »y- The Friend! 

= Clean-Up Wander | LEESALE DO OURIPARI SP seit. 

e over $O00 ae eis 

veg Your country needs your help. Mother wast Factories, dealers and communities ere —_—_—_—_—_——— — 

= is double-busy with housework and war \n owl using this color poster to help the drive 

t does work, So it’s up to you to do your share for scrap rubber. The poster is released 

jals Ol f your home warden by A. Schulman, Inc., Akron, East St. 

Here are some of your home warder y chu ' c., on, 

“laimer jobs, Start today to do your bit! we -< Louis and Boston, authorized agent for When Southern Pacific Co. dropped sales advertising for the duration, it neverthe- 
ie gov- the Rubber Reserve Co. Individual less retained a famous —— by painting a red line through the blue lettering 
timates names are imprinted on the top panel. and using a wartime appeal in red, below. Various messages are appearing on 80 
ne YOU CAN LEAVE THE TV@ CLEAN Jessop Advertising Co. is the agency. highway bulletins in Western states. Lord & Thomas is the agency. 

used : RING AROUND THE BATH TUB YOu CAN PUT YOUR TOYS AWAY 
an 60 WATCH ME CHASE IT SCRUB, SCRUB, SCRUB WHEN IT comes TO CLEANING UP 

ged hy elf pd gee F IM A SWIFTIE{ WHIZ, WHIZ, WHIZ CAN MAKER BIDS FOR NEW WARTIME JOBS 
. order DOWN THE DRAIN PIPE ~Giu8, viU8, CLUB WATCH ME PUT THESE THINGS AWAY 
WHAT A HELPER = BIZZ, BIZZ, BIZZ 

yusiness be A COMPANY THAT MADE 

t shift 
; BILLIONS OF METAL UNITS 


LAST YEAR IS READY TO 
DO MORE 


HANG EM UP! HANG'EM UP! 
NT LEAVE EM ON THE FLOOR, FLOOR, FLOOR, 
COAT AND HAT AND SLEEPING SUIT 


THATS WHAT THE CLOSETS FOR, FOR ‘ocr 


work 


— ro 


\e , ‘ ta ‘ 
L Z A _ a a 
i y sub-contractor of she! 1 assembles qs PLANTS IN THE U.S.A. 
’ , — “or 
a Mothers: ris ts one oF A series Here is what we offer: : a 
— OF SCOTT PAPER COMPANY WAR . 
TIME SERVICE PAGES TO ENUST " > 
THE COOPERATION OF YOUR CHILD IN J 
HELPING YOY THESE WAR BUSY DAYS _ > ; 
eos 
THE SCOTT NAME [5 YOUR ASSURANCE | yD FOR ‘@ : 
OF THE H/GHEST STANDARDS OF QUALITY ' 
He ; COMFORT AND CLEANLINESS : 
| OFFICIAL CLEAN-UP WARDEN ARM BAND 
ba i i 3, . .~ a ~~ . 
! reo rv mt - ey 711th mon end Werden + 
i bbet. Here's het ¢ caste > 
Bs oto cttinsué ! ae : 
me Tl “ and SCOTTOWELS 4 oe . CONTINENTAL CAN COMPANY . ne " 
aos & Se sae states sew Yone on Bi Sy 
so : 
—} im *°tt Paper Co. will use a series of “wartime service” pages demonstrating how 
8 “ even th > 


children in every household can assist in the fight for freedom. Typical 
* the nds is this insertion in Parents’ Magazine which suggests that youngsters 
"tome “clean-up wardens.” Scott offers a colorful armband to designate enlist- 
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With a spread in magazines and a long list of business papers, Continental Can Co. last week appealed for more work as 
either a prime or sub-contractor. Conveniently listed are the widespread facilities it offers. 


The same “more war work” 
theme will be used later in single pages. BBDO is the agency. 
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ADVERTISING AGE August 24, 1942 


_— 


Never Underestimate the Power of a Woman ! 


Nor the Power of the Magazine Women believe in Advertisers who “‘Never Underestimate 


the Power of a Woman” increased the Journal’s advertising revenue the first nine months of 1942 


over the same period in 1941 by $591,318. 
LADIES HOME JOURNAL 
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